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Fall boots to boost business 


Exports: One answer to shoe imports 





The 
“Mustang” 


Style 1658 
. for men 
Sizes 642 
thru 12 and 13 
B and D widths 
OST TO YOU— 


$12.00 


The 
“Matador” 


The “Alamo 


Style 9088 . . . for men 


Sizes 6% thru 12 and 13 
B and D widths 


Cost TO YOU- $11.25 


Mi 





. | | 

Soe There's a distinctive new flair in 
Acme’s 1961 line. It comes from many 
things higher styling, more strik 

ing patterns, rich, new leathers and more. When blended 


together by Acme craftsmen it's the most magnificent col- 
lection of boots yet! 











“Miss Sundance” 


Style 8311 for ladies 
Sizes 5 thru 1O—A width 


Sizes 4 thru 10—C width 


COST TO YOU-$8.35 





The FASHION 


Sitk Label Series. 
Model 273-1. 
Pin-Tuk 

Moccasin 

Toe Bal in 


stand-out 


ctyle 


Comfort that stands up, dependably, 
through long, stand-up days... and 
style that stands out, in any company, 
any time. ‘Those are the basic 

benefits that your customers 

want from a pair of shoes. 

Those are the things that 


The ESQUIRE PORTAGE and PORTO-PED 
Sik Lobe! Series. Model 124. 
Hi-Riser Slip-On in Block or 


Brown imported Calfskin Shoes promise ...and stand ready to 


make good, with every pair you sell. 


That's why PORTAGE and PORTO- 
PED Dealers never have to think in 
terms of a single sale, or of per-pair 
profit. These shoes make friends for life. 
They sell themselves, over and over 
again, from the time a man puts on his 
first pair. PORTAGE/PORTO-PED 
profit is repeat profit. 

If you’re not getting the benefits these 
brands can bring, write for complete 


at Retail from $11.95 to $23.95 details, today. 


PORTAGE SHOE MFG. CO. > MILWAUKEE 1, WISCONSIN 


A DIVISION OF WEYENBERG SHOE MANUFACTURING COMPANY 
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IN 
STOCK ...ror 


IMMEDIATE 






The “Brazos” 


St yle 9070 


for men 


DELIVERY! 


Sires 6 
thru 12? and 13 


B and D wdths 





The “Drover” 


Style 1628... for men 
Sizes 6'2 thru 12 and 13 
B and D widths 


COsT TO rou- $12.00 


For boys and girls 


... Style 1722 

‘ 
Sizes 842 thru 3; 32 thru 6 The Rainbow’ 
B and D widths 
COST TO YOU- Style 1680 for men 
$5.90 and $7.80 Sees Or Owu 32 and 13 


B and D widths 


cost To rou~ $12.00 


For boys and girls Style 480 
Sizes 8% thru 3, 3% thru 6 


B and D widths 


rou~ $6.50 and $8.35 


“Golden Angus” 


Style 2213 for boys and girls 
Sizes 8% thru 3; 3% thru 6 
B and D widths 


Cost To rou- $4.75 and $5.95 


boots belong... 
in today’s 


For men... Style 4850 (Black) living 
Sizes 642 thru 12 and 13 


B and D widths 


Cost TO You- $10.10 


ACME BOOT COMPANY, Inc. Clarksville, Tennessee 











Even down to 
the smallest de 
tail. . . it's Acme quality all the way! 
Acme’s custom features include ‘‘Needle- 














The “Hondo” 


Point” toes . folded and inserted Style 1638 . . . for men 
leather pull-straps .. . higher shallow a aoa 
dip tops . . . leg-conforming stovepipe COST TO YOoU- $12.00 


tops ... full leather linings ... and a wide 
choice of striking color combinations eating testi 
_.. Style 9538 

Sizes 82 thru 3; 

3% thru 6 

B and D widths 

The *R * COST TO YOU— 
$5.30 and $6.50 
Style 4711 for men 
Sizes 6%) thru 12 and 13 

B and 0 widths 


Cost To vou-- $11.25 















“War Eagle” 


Style 4810 
for men 

Sizes 6‘ 

thru 12 and 13 

B and D widths 

COST TO YOU— 


$10.10 


For boys and girls 
Style 410 

Sizes 8% thru 3 

3% thru 6 

B and D widths 

COST TO YOU— 

$5.90 and $7.80 





The 
“Grand Champion” 


Style 6058 . . . for men 
Sizes 6% thru 12 and 13 
B and D widths 


cost TO You- $14.00 


WORLD'S LARGEST BOOTMAKERS 





turn it over... 
look behind rt, too 


This is “Slender”...a Miracle Tread shoe. 


The fastest growing line in the volume $10.99-$12.99 
middle-of-the-road market, Miracle Tread packs a 
Sunday punch . . . every day! 


If you're a Miracle Tread retailer, you know-—for fit, 
fashion, the quality look and feel that say “more for 
the money” to your customers—Miracle Tread shoes 
talk the language you love: fast turnover . . P-R-O-F-1-T. 


But there’s more to the Miracle Tread story. There’s 
in-stock service that can’t be beat, the kind that gives 
you quick turnover on a minimum investment—the 
more you turn, the more you earn. Full 5% discount 
on all orders and reorders. A company that’s working 





for you, giving you every needed type for the most 
complete and profitable coverage of this great market. 


PLUS co-op advertising, to help you pull in more cus- 
tomers at half the cost. Timely displays, mat ads . . . 
and much more. 


Want to hear more? You'll find the Miracle Tread man 
has the retail profit point of view. 


Another Conslant Junnover product of Craddock-Terry, Lynchburg, Va. ¢ N. Y. Sales Office, 112 West 34th St. 
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Stepins, straps, spectators 

Footnotes for fall and schoo! 

Exports: one answer to shoe imports 

PM: profit thief or profit maker? 

Total exposure: the new look inside shoe stores 
The last (part Il) 
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Shoe people 
Leather-allied news 
Shoe school 


Letters Trade trends 


Manufacturing markets Voices from the trade 
Manufacturing news Vashington alert 


New products Worth writing for 


Coming May 15... 


What’s wrong with advertising mats? 


Leon A. Friedman, president of the Leon A. Friedman Adver- 
tising Agency, analyzes the defects of advertising mats in a 
positive way by showing what constitutes a good mat service. 





Pint-size perspective 


From a forty-two inch point of view the sun 


almost fills the sky — daddies are taller than trees 
and rivers run orange if you want them to. Fitting the big world 
to small needs is a very special art. That's why Blue Star 
makes nothing but quality shoes for children, carefully scaled 


and scientifically designed to fit every growing need. 


BLU a 


. 
6 + 
. iS 


ene? 


$5-$6-87 SHOES # In stock — Same day service 
Blue Star Shoes, Inc., Manufacturers, 5 Franklin Street, Lawrence, Mass. 








WASHINGTON ALERT ., acorce soc 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Voluntary shoe labeling 


A limited form of shoe labeling 
may be in the offing. If it comes, 
it will be (1) voluntary on the part 
of the industry, and (2) confined 
to only a few chief components of 
footwear, such as the innersole and 
the outersole. 

This kind of labeling, being vol- 
untary, would have no force of law, 
but manufacturers who agreed to 
follow it would be expected to live 
up to it. 

There is growing awareness 
among key shoe manufacturers that 
some concessions may have to be 
made to the politicians during the 
next four years. The Kennedy Ad- 
ministration has rediscovered an 
ancient political truth—that there 
are more consumers than there are 
manufacturers. From the White 
House on down to the smallest gov- 
ernment bureau, the word is being 
passed to plan all federal actions 
for the benefit of the consumers. If 
some manufacturers get hurt in 
the process, nobody in the New 
Frontier is going to worry much 
over the injuries. Kennedy Fron- 
tiermen know where the masses of 
votes are, and they are fashioning 
their “everything for the con- 
sumer” drive with an eye to the 
1962 Congressional elections and 
the 1964 Presidential elections. 


The “right to buy”’ 


A Senate committee is taking a 
fresh look at an old problem—the 
right to buy and refusal to sell. 

Merchants cut off from their re- 
sources have been writing Senate 
and House members. But whether 
or not the Congress will write a 
new law on this tangled subject is 
a wide-open question, for there's 
wide disagreement on whether or 
not a “must sell’”’ law is a good 
thing. 

Senator Russell B. Long (Louisi- 


May |, 196! 


ana Democrat) has been looking 
into complaints from businessmen 
who can’t buy the goods they want. 
He’s writing a bill to spell out the 
circumstances under which sellers 
must sell to buyers. But he admits 
there are traps to avoid in writing 
such a bill. For many lawyers be- 
lieve that forcing a seller to sell is 
just as unconstitutional as telling 
a buyer that he must buy, or where 
he shall buy. 

In 1919, the Supreme Court ruled 
(in the Colgate case) that a seller 
can choose his customers, subject 
to certain conditions. For example, 
a seller may not select his custom- 
ers if the effect of this selection 
would create a monopoly. But a 
seller of advertising space (a news- 
paper) who enjoys a monopoly in a 
given area must sell to all comers. 
He may not pick and choose his cus- 
tomers. And a seiler may not cut 
off a customer simply because the 
customer did not observe the sell- 
er’s suggested retail prices. 


Four per cent loans 

If your store is in what Washing- 
ton calls a “labor surplus” area, you 
now need pay only four per cent in- 
terest on government loans. The 
rate has been 5% per cent. 

The Small Business Administra- 
tion, in setting the lower rate, said 
the move is intended to give a lift 
to business in depressed areas. 

Loan applications should be made 
to SBA field offices. They are listed 
in nearly all phone books. 


It’s free trade for Kennedy 


Protectionist trade forces in and 
out of Congress have given up hope 
of winning President Kennedy over 
to their way of thinking. 

Kennedy is committed to a free 
trade policy, and he eagerly picked 
up the Eisenhower policy of boost- 
ing exports in order to bring the 


balance of payments situation back 
in favor of the U. S. 

In the very first tariff case Ken- 
nedy faced, he ruled in favor of 
no rate increases for imported bind- 
ing twine and hard-fiber cordage. 
The Tariff Commission had sent a 
divided opinion to the White House 
following an escape clause investi- 
gation. In such cases, the President 
may either accept or reject a tariff 
rate increase. 


Vacations without pay 

Congress has been asked to give 
the courts power to suspend from 
high corporate jobs business exec- 
utives who violate antitrust laws. 

The proposal is made by Rep. 
Frank Thompson, Jr. (New Jersey 
Democrat). He has introduced a 
bill giving an antitrust case judge 
power to “forbid any corporation 
executive convicted af an antitrust 
violation from holding any execu- 
tive position for up to one 
year.” 

Thompson says his bill would 
cover all corporations involved in 
interstate commerce. 


JFK wants postal increase 

President Kennedy wants Con- 
gress to increase postal rates. He’s 
thinking in terms of a 1-cent rise in 
air mail (now 7¢) and a 1-cent rise 
in the regular first-class rate (now 
de 


The Post Office has been losing 
nearly $1,000,000,000 a year. Al- 
though the Eisenhower Adminis- 
tration repeatedly asked the Con- 
gress to increase rates, the Con- 
gress declined to close the widen- 


ing gap between postal receipts 
and the rising cost of moving the 
mails. Some rises were voted, par- 
ticularly on magazines and news- 
papers, but the spread between in- 
come and outgo has grown wider. 





NEW! CanwFeek 


HANDLES 
for Mr... 
Mrs... 


and moppets! 


...and you save money with all three! 


CARRY « PACK KINGS CARRY+PACK STANDARD... [a- KIDDIE CARRY+PACK ... Pure fun 
make it a man’s package mous in the finest shops for beautiful for the small fry Pure showmanship 
in every sense of the word. packaging that eliminates the need for and profit for you. Kids adore carrying 
Extra strong, extra long, custom boxes or expensive special wraps. their own “purchase.” They'll ask to 
tailored in your choice of All luscieus colors on custom design shop at your place the way they beg for 
leather, linen or other Truly the most elegant way to save TV cereals. 4 stock designs and colors to 


custom imprinted designs. money and have better packaging. choose from plus custom design service 


New ideas... quality . . - know how ... service (and lots of it) are some of the reasons for Carry+Pack’s 


leadership. These 3 new handles demonstrate that handles are our specialty and not a sideline! 


MAIL THE COUPON TODAY FOR A FREE 10 DAY TRIAL OF CARRY-PACK HANDLES! 
: Sees ty Si ted 


CARRY+ PACK CO., LTD., Schiller Park, Mlinois 


Your Carry * Pack service representative 
Canedian Licensee: Top Poper Products titd., Guelph, Ont 


will take care of all details. 
Gentlemen, I'd like to try Corry « Pock. Please send 
Free literature ond somples. All ot no obligotion to me 


He is in your area now! 


Dispensers are loaned FREE! 


on. Schiller Park, Winois 


NES MB os tg” GRRE SS OS EE SER PRM be 


Free 10 doy trial in color BSR-sil 
Nome 
Compony 
Address 
City 
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a smash success in volume stores 


ZARINA THE NEW rubber boot 
with cossack collar. It’s warm...it’s dry... 


| 


ZN ASUS Ae || \) 
Hy WAL f . 


? 
~ 
; 


/ 
} 
“a 


PPSSA — ROOMS 629, 630 - HOTEL NEW VORKER 


THEY'RE AMERICAN MADE Cambrid (JE nusBer COMPANY, CAMBRIDGE 39, MASS. 
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Johnsons shoe polish 
is the best thing that 
ever happened to the 
shoe repair business, 


says Alfredo Drago, of Drago Stores, Incorporated 


AT NEW YORK’S DRAGO STORES, JOHNSON’S NEW WAY 
TO SHINE SHOES OUTSELLS ALL OTHER POLISHES 4 to 1! 


At Drago’s 21 shoe repair stores in metropolitan New York (including 

‘the busiest shoe repair store in the U. S."’ at Fulton & Nassau 

Streets), Johnson's Shoe Polish outsells all other brands 4 to 1. e * 
‘Thanks to Johnson's, our shoe polish profits are up 25%," Mr. Drago boas ne 
reports. tt g > 
Johnson's Shoe Polish is now in full national distribution, with— 

Biggest advertising campaign in shoe polish history—Double profit 

story—Free display rack! Johnson's Shoe Polishes— 

14 colors including white and neutral JOHNSON’S 7 WAX 


For the whole story, see your Johnson's Wax representative or your wholesale salesman. 
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DATES 


Major markets .. . 


Popular Price Shoe Show of America, New 
ngiand Shoe and Leather Assn. ond No 
nai Assn, of Shoe Choin Stores, Sher 
bos _ antic and New Yorker 





Allied Shoe Products Show, Spris 
ee New York Trade Sho 


hes Fabric Show, Spring Summ 
tional Shoe fobr Assn 
Yorter, New Yort 
Leather Show, Spring Summer 
Counc: of America, Statler Hilton Hote 
New York June 18-21 
Nationa! Shoe Fair, Nationa! Shoe Manu 
acturers Asser National Shoe Retailers 
Assn nd Miarni Beach Shoe Show, in 
f nebleau Barcelona, Soxony, Sor 
’ 3nd = Montmoarte Hotels Miaor 
Bea rig Ser 
Shoe Show of America (formerly Por 
e Shoe »row of America), Not ; 
Assn. of Shoe Chain Stores and New Eng 
land Shoe ond Leather Assn.. Hotels New 
te ; eraton-Aflantic, New York 
Nov. 5-9 


. .. and keep in mind 


Ohio Shoe Trovelers Club, Fall Shoe fair 
Deshler Hilton Hotel, Columbus 
Ar 0 Moy 
Mountain States Shoe Travelers Assn. fo 
e Martet, Albany Hotel, Denver 
Ap OM 
Southeastern Shoe Travelers _Inc., Fo cd 
. he ' yrady edmont 
yn Peachtree and Dintler Plara 
A? ta Aor 
New York Boot and Shoe Travelers Assn 
Fy Martet Weer nember ’ 
New Yor’ 
Southwestern Shoe trovetage Assn 
Shoe Fa Ad | pt s. Boker nd 
lowa co. Contes Assn Fa 
et Des Moines * bes ea 
Kentucky. Tennetsee vo Shoe Fair 


yvelers A Hote Pe 


Went Coast Shoe Trevelers’ Associates, 


Bost: an ‘Soe Travelers Amn... | 
e Boston 
Midwest Shoe Travelers’ = Fo 
er Mouse Ly 
Mid- Continent Shoe Travelers "Assn 
Shoe Show Hote!, Okiol 
¢ ty . 
Michigen "Shoe Trovelers Cd, Fall 
sf Hote Statler Hilton ad She ; 
Det May 14! 
Accounting ond Office Managemen pe 
n Nofic Shoe Mo 
- Aco Ro covelt 4 te New York 
May 
Central Sates Shoe Travelers, Heort of 
Shoe Show. Hote! Muchle 
t K sat ty, Mo May 2! 
Pennsylvania Shoe Travelers’ Assn. inc 
hoe Show, Hotels Penn Sheraton ond 
ton House. Pittsburgh May 2 
Boltimore Shoe Show, Baltimore Shoe Club 
nd y ated Shoe Trovelers of Balti 
e, Lord Boltimore Hotel, Baltimore 
June 1! 
Marketing ond Distribution Management 
Meeting ({ erly Merchandising nic) 
ro tional S eM foctwrers Assn Stat 
Hitt 4 New Yort June tf 
lew York Wholesale shpemen's Assn., Fo 


mbers tho 


Morket y < ee , institute Nat 
uM facturer Miomri Beach 
Mote ts ° ed) 

Canadian Shoe one ‘Leather Fair Shoe & 
eather Cc ‘ Conad Sherat n-Mt 
Royal Hote! Montres! 

Chicago shee Show tior Shoe Mo 
focturers As and WN anal Shoe Re 
tailers  B Palmer House and Cor 
Hilton Hote Chicag 


Foreign . . 


Shoe, Leather ond Machinery Exhibition 

Pirmasens, Ge May {0 
British Upper “pare Foir Erm 

Hote n, Enaland May 
Footwear "Componente Exhibition, Washing 

ton Hotel. London. Enalan May |i 
Semaine Internationale du Coir Int 

na! Leather Week Par jes Exe 
tions Porte de Versaille Pp F 
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"White Shoe bussmess: 


the most customers* 


a shoe dealer can HAVE 


WEAR CLINICS! you don't sen 2 


“Young Woman in White” * just one pair of Clinics! 
You sell her all the white “duty” shoes she'll ever 
wear! Clinics! smartness, superb fit, wear and quality 
make life-long friends! What’s more, she'll recommend 
Clinics, and you get first chance at selling her “off- 


duty” shoes too! 


* The nursing profession 
considers Clinic 
“the Number One Uniform Shoe’ 
. and guides the choice 
of women who want 


“the shoes nurses wear” 


THE CLINIC SHOEMAKERS,. Division of 


THE JUVENILE SHOE CORPORATION OF AMERICA 
AURORA, MISSOURI 


























4-BUCKLES 
Perfect fit — long 


Insuloted — fost seller 
foc sportsmen ond 
industrio! workers 


WHAT'S NEW 


weer — ovailable in 
men's, boys’, youths’ 
ond little gents sizes 


Wa terproo Footwear 


VINYL: 


Women and Children 


Smert style viny! 
Women's sizes 
Flat ond maxine heels. 





Plastic Footwear by 


Ranananananann 


ATION A. 


Transparent Plastics Co. 
Springfield, Moss. 


Division of 
The Servus Rubber Co. 


RUBBER 
Main Office ond Foctory 
Rock tslend, til. 
Branch Office ond Warehouse 
330 Broedwey, N.Y. M. ¥. 
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EDITORIAL 


by JOHN REILLY 


Sterility in shoe styling 


An unusually large volume of letters has been re- 
ceived commenting on our March 1 article, “Are Brand 
Names Losing Out to Private Labels?” Some are in 
complete agreement with the conclusions which were 
drawn. However, a few ask some probing and signifi- 
cant questions, 

One reader suggests that a clearer distinction be- 
tween brand names and private labels should have 
been drawn. He asks, “What is the real difference 
between a brand and a label? When a factory will 
make a pile of shoes, put a half a dozen brand names 
on the identical shoe, sell it at different prices to dif- 
ferent people, even in the same town .. . does such a 
brand have value? Does this practice reduce whatever 
that value was? 

“Many private brands (labels),” he continues, “are 
more important to America and Americans than many 
so-called factory brands. The manufacturer may have 
the same line made in several factories, or may have 
no factory of his own and farm out his shoemaking. 
Some retail operations are so vast that their own 
name represents more sales in more towns, more qual- 
ity and better value than any so-called brand name.” 


A significant point 

Now this is just one man’s opinion but it does raise a 
significant point. We have heard it mentioned many 
times in the past year. That is, that shoe styling has 
been too similar right across the board and has de- 
veloped a certain element of sterility. 

This has been blamed for our decline in per capita 
consumption and the reduced share of the consumer 
dollar which shoes have been getting. Too much of the 
industry’s product, whether it be branded or private 
label merchandise, does lack the variety and distinc- 
tion and appeal that make extra sales. There are, of 
course, certain exceptions to the rule and they are 
lines which are leading the parade in branded and 
private label merchandising. 

We have talked and written much about style piracy. 
Perhaps a better subject for discussion would be 
“style inertia.” As an industry we have been entirely 
too susceptible to “influences.” We have carried them 
to such lengths that the only avenues for variation or 
modification lead in the dreary direction of still more 
extremes. In retrospect it is easy to recognize the 
limitations of the pointed toe. The only changes that 
three years of needles have brought have been the 
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double and triple varieties. What other direction 
could they take? 

Again, looking back, it is not difficult to trace the 
path of the rut into which the Italian influence led 
the men’s industry. Over-emphasis on any small group 
of styles, over-promoting any one influence, inevitably 
satiates the consumer's appetite. 

Fortunately, at last, welcome changes in both men’s 
and women’s styling are in the offing. They will prove 
to be strong sales stimuli to fall business. 

In the new women’s lasts, designers have greater 
opportunities for expression than they have had in 
years. The new lightweight men’s brogues offer pos- 
sibilities for bringing back shoemaker touches and de- 
tails which have been lacking for years. They could 
restore the individuality and character which distin- 
guished men’s lines before the Italian invasion. 


Consumers want something new 

The sales record of the industry for the last 16 
months indicates that consumers want something new 
and different in shoes. After striving to find it for 
months, they have waited for the end-of-season sales 
periods to satisfy their minimal needs for shoes. This 
is a situation which cannot continue if brand name 
merchandising is to survive. 

The individuality and character which have been so 
sadly lacking in some branded lines must be restored. 
Branded shoes must be different, more attractive and 
appealing to the consumer if the drift of traffic to 
chain stores and discount houses is to be stemmed. 

The initiative lies with the retailer. He must be- 
come more assertive on policy and demanding in the 
style and quality of the brands he sells. America is 
not a regimented nor is it a cheap nation. It has never 
been established that it wants cheap shoes. A retailer 
should be more concerned with the style, quality and 
character of the lines he sells than with the deals, the 
angles and gimmicks so often used to place them in 
his store. 

It is an economic fact that volume shoes must be 
mass-produced. It is recognized that several brands 
must originate with one resource. But manufacturers 
have the obligation to see that each of their brands 
remains distinctive. A true brand is as readily identi- 
fiable by its character and appearance as it is by its 
advertised name. 





LETTERS 





Article misses a point 


I noticed your article about 
men’s summer shoes—(RECORDER, 
March 15, p. 55). I think the arti- 
cle misses a point—whoever wrote 
it, or whoever was contacted. 

Last summer season was the 
poorest white season we have had 
in years and years.—We can tell a 
whole lot about it by the difference 
in the sales of white shoe polishes. 

On summer shoes, inasmuch as 
white is a small portion of the sum- 
mer business—summer shoes could 
be made up just like any other 
shoes, but lighter weight. So, if a 
man wants to wear it the year 
around, he can wear it. 

The thing to stress about summer 
shoes is the weight factor, and com- 
fort factors. 

The trouble with summer shoes, 
the selling period is so short, all of 
the wholesalers and all the retail- 
ers are afraid they are going to 
get stuck and have to put on a sale. 
They are then usually stuck and 
with carryovers. 

JAKE H. WILENSKY 
WILENSKY LEATHER CO. 
ATLANTA, GA. 


Looks wonderful 


The book looks wonderful. It is 
a great improvement. Congratula- 
tions. 

SYLVIE HAMILTON GALLAGHER 
HAUS OF KRAUSE 
NEW YORK, N. Y. 


Molded footwear 


First of all I would like to con- 
gratulate you on the most appetiz- 
ing make-up of your March Ist is- 
sue. I have read the Boot AND 
SHOE RECORDER ever since I en- 
tered the shoe business in Europe 
—now about 33 years ago—and the 
new format certainly is a worthy 
improvement. 

sut with all my good feelings 
for your fine trade paper, I must 
object to your article on page 62, 
“Molded Footwear Processes.” You, 
of all people, should know that 
molded footwear has been intro- 
duced in the United States by us 
and by one of our companies, Ro- 
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Search, Inc. I am not just talking 
of direct vulcanized footwear with 
fabric uppers, but I am talking 
about leather shoes with vulcanized 
rubber soles, of which you mention 
“today close to two million pairs” 
are being manufactured a year. Al- 
most half of these two million pairs 
are made under our “Process 82” 
patents and know-how, and cer- 
tainly the most successful manufac- 
turer of vulcanized leather shoes 
is the Georgia Shoe Mfg. Co., using 
exclusively our “Process 82.” 

I know that in the article “Proc- 
ess 82” is mentioned, but when 
next time you present an article 
about molded foootwear, I think 
you should include a cross-section 
also of a Process 82 shoe where 
it is unnecessary to roughen the 
upper. I believe the readers of your 
magazine will be interested to knew 
that all types of leather shoes can 
be manufactured without roughen- 
ing. 

Incidentally, do you know that 
the writer had meetings with the 
Quartermaster in Washington in 
1939, showing the Quartermaster 
direct vulcanized leather footwear 
but without welt, exactly the same 
type of shoe where the upper is 
lasted on the insole as the Quarter- 
master is now considering? We 
were the ones to get the Quarter- 
master interested in considering the 
vulcanizing process for service type 
boots. 

HEINZ ROLLMAN, PRES. 
WELLCO SHOE CORP. 
WAYNESVILLE, N. C. 


Easier to read 

The “new” BooT AND SHOE RE- 
CORDER is easier to read and easier 
to digest. Your planning and work 
have paid off in the results ob- 
tained. 

I think John Reilly’s editorial in- 
cludes the words, “crisp, concise 
form for fast and easy reading.” 
That’s the story. You people have 
planned this and accomplished it. 

LEONARD HACK 
HACK SHOE CO. 
DETROIT, MICH. 


“The obligations of leadership” 
Just a few lines to express my en- 
thusiasm for your article, “The 
Obligations of Leadership” in the 
January 15 issue of BOOT AND SHOE 


RECORDER. This being my first ex- 
cursion into the “Letters to the 
Editor” field should give you some 
idea of the impression made on me 
by your short but concise “Inside 
Shoe Business” report. 

It would be easy for me, not be- 
ing on the top management level, 
to be over-critical of the shoe in- 
dustry’s lack of individual leader- 
ship, but being aware of the prob- 
lems and pitfalls involved in as- 
suming this leadership does not 
prevent me from agreeing whole- 
heartedly with your sentiments. 
Although each paragraph had food 
for thought, your comments regard- 
ing the practice of rule by commit- 
tee was the frosting on the cake. 

Your being aware of this prob- 
lem and presenting it so ably in 
your article should give confidence 
both to those who need and look 
for leadership and those who pos- 
sess the talent, experience and posi- 
tion to give it. 

ROBERT GARRISON 

BOSTONIAN SHOES 

COMMONWEALTH SHOE & 

LEATHER CO., INC. 
WHITMAN, MASS. 


Wonderful new format 


The new format is wonderful . . 
it emphasizes the steady improve- 
ment that has been taking place 
right along. You are certainly to 
be congratulated. 

SAM SULLIVAN 
SAM SULLIVAN SHOES, INC. 
LAREDO, TEX. 


The best article | have ever road 
This (Editorial, Sept. 15, 1960, 

p. 41) is very likely the best article 
I have ever read—more of it to get 
independents to realize why they 
must think for themselves to sur- 
vive. 

JOHN LUDWIG 

LUDWIG’S SHOES 
CINCINNATI, 0. 


Should stimulate readership 
The format of the new BooT AND 
SHOE RECORDER is certainly a won- 
derful improvement and should do 
much to stimulate new readership 
in your fine publication. 
HAROLD F. PFISTER, JR. 
DIRECTOR OF MARKETING 
FREEMAN SHOE CORP. 
BELOIT, WIS. 
(MORE LETTERS ON PAGE 31) 
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_ Fashion's 5, 


VINER BROS., INC., BANGor, MAINE 
Shoe Craftsmen Since 1905 


Stdtked leather heels, in a new variety of heights, 
subtly accénting the beauty of Viner styling, the 
quality of Viner Guildcrafted" workmanship. De- 
signed for volume sales in the great $6.95-$9.95 
middie market . . . and In-Stock for prompt delivery. 
Write for latest catalog today 


FOOTWEAR 
young and gay 





Medwed Footwear, inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes 


“Better than Possible Performance’”’ 








MODEL D FEATURES 


@ Rotary type shuttle. 

@ 50% greater bobbin capacity, fewer 
bobbin changes. You can wind your 
own bobbins and use less expensive 
thread — and less of it 


@ You get a perfect, uniform stitch 
every time, regardless of variations in 


work thickness... every seam is tight, 


and there’s no empty last 

needie hole... 
@ Smooth and effortless treadie action. 
@ Automatic thread cutting. 








.--with the 6/C Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

“That's 7% better than we thought possible,’’ says Stanley B 
Cohen, Vice-President of Medwed. ‘‘'The Model D's are much 
faster and big bobbins give us longer runs plus a bonus 
in less thread waste.”’ 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

Your United representative can show you how you can improve 
production performance with the USMC Sole Stitching 
Machine Model D. 


adolied. 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





Tred-Lite by Cambridge, one of the oldest and 


finest names in the casual business, gives you 


SURE DELIVERY 
IN TENNIS CASUALS 








MADE IN AMERICA 


Volume production geared for volume sales. 
And, Tred-Lite is nationally advertised in Life, 
Holiday, Saturday Evening Post, Esquire, 
Seventeen, True. 


PPSSA — Rooms 629, 630 — Hotel New Yorker 


RUBBER COMPANY - 
OF-Vaalelalelel-mct- Fmt t-t-F 
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*Service mark of American Airlines 


JARMAN SHOE COMPANY «+ NASHVILLE, TENNESSEE - A GENESCO DIVISION 
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COLUMN 





Manufacture customers 


Selling by yesterday’s methods won't break any sales 
records in today’s economy. And just as yesterday’s 





methods won't do today’s selling job, so, too, tradi- 
tional concepts of market composition must be 
scrapped. 

Today's marketing must create areas that do not 
presently exist. 


In short, we must manufacture customers. 


These were some of the hard truth facts that Pete 
Schruth, vice-president and advertising director of the 
SATURDAY EVENING POST, put before members 
of the Sales Executives Club recently. 

He indicated that how well customers are manufac- 
tured will depend upon how well communications are 
employed. He emphasized that every known technique 
‘must be used in the manufacture of customers for 
products old and new. Not only is it necessary to 
employ these techniques well, but also to know when 
to discard them for newer and more dramatic ways of 
communicating with customers. 

There are no pat answers, guides or formulas on the 
subject of manufacturing customers. Some improvisa- 
tion is in order. Going outside one’s own little busi- 
ness world for fresh ideas is another way. 

“This ‘upside down selling world’ calls for ‘heads up 
selling,’” he pointed out. “But an upside down world is 
also one that is fast-changing, exciting, bold 
willing to hear about you and your product.” 

The next move is yours! There is a whole world wait- 


ing to be told and sold. 
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4°MOST WANTED” STEP-INS 
retail profitably = 


at 58% to $115 “ ristol 


SERRATO 


Sizes 414 to 12-— 
hidden gore in vamp 
BLACK in leather 


or crepe sole 


SNUGGER 
Sizes 44%4 to 12— 
elastic leather top 


BLACK only 


LO-MOC CONTINENTAL 
Sizes 6% to 12 Sizes 3 to 12 


BLACK or BROWN BLACK or BROWN 


“ALL 4" ADVERTISED IN 
SPORTS ILLUSTRATED 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











0ZO Sole 


6-year-old proves PARACRIL OZO 


Conventional Sole 


B 


far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0 outwear 
all others. 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were sti!l good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 








eee ‘ ~-535P Elm Street 
Division of United States Rubber Company Naugatuck, Sennen 


Rebber Chemicals - Syetbetic Rubber - Plastics - Agriculteral Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Robber Co, Ltd, Elmira, Oetevie - CABLE: Rubexpert, & ¥, 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


The high cost of lost customers 


It may come as a surprise, possibly even a bit of a 
shock, to learn that the annual cost of losing a retail 
shoe customer is around $28. 

Briefly, it’s calculated this way. Take a store doing 
$100,000 volume. Average sale is $10. That's 10,000 
individual sales. Let's average out to three sales per 
customer per year. This means a net of 3,333 indi- 
vidual customers. 


$28 per customer 

The store has a 4 per cent net profit. This leaves 
$96,000, which includes inventory, as the over-all cost 
of doing business. Divide the 3,333 customers into the 
$96,000, and you have $28 per customer. 

The figure can vary. If, for example, there are 
5,000 individual customers, then the cost per customer 
is $19. If there are 3,000 customers, then the cost per 
customer is $32. 

But anyway you look at it, the cost of winning and 
holding retail shoe customers is appreciably larger 
than generally realized. 

Now, in the light of these facts, the cost of “lost” 
business or customers amounts to shockingly high 
figures. In an average shoe store, about three of every 
ten customers are “walkouts’”—unsold because of ab- 
sence of wanted sizes or styles, or for other reasons. 

For a store to do a volume of $100,000, with an 
average of $10 per sale, would require an average 
in-store flow of about 47 customers per day. Figuring 
an average of 14 walkouts, this leaves a net of 33 cus- 
tomers who bought, for a total of $330 a day. Figur- 
ing 305 working days, we arrive at our $100,000. 

Let’s go back to those walkouts. Fourteen of them 
a day, or 84 a week. And for the year—as astounding 
1.368 walkouts. 


The shocking cost of walkouts 

Now the shocking cost of those walkouts—figured 
at $10 per customer. For a week, the total in “lost” 
sales amounts to $840. And for a year, the large sum 
of $43,680—almost half the total volume of business 
done by the store. 

This is no razzle-dazzle arithmetic. It’s a shocking 
fact of day-to-day shoe business. It suggests an as- 
tonishing paradox: that some shoe stores are losing 
more business than they're getting. 

This is a grim truth that should be a flashing neon 
sign before the eyes of every shoe retailer and sales- 
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person. It might be a good idea if cash registers were 
now made to come equipped with a special tab. Every 
time a customer walked out unsold, the retailer or 
salesman would press the “walkout” button on the 
register. Up would flash the little sign “$28 lost’’- 
and this would be recorded on a special tab in the 
register. At the end of the day the retailer and his 
salespeople would examine the “lost sales” tab, perhaps 
amounting to anywhere from $150 to $300 a day. 

The “shock value” of enough of these daily examina- 
tions would certainly have the desired impact on the 
retailer, manager or salespeople. The retailer or man- 
ager might be aroused sufficiently to maintain ade- 
quate stocks of sizes and styles, and to do a better job 
of sales training. The salespeople might be aroused 
to examine their sales efficiency and to get a more 
realistic look at their lost commissions. And eventually 
both would take action to drastically cut the number 
of lost customers. 

Shoe business continues to appeal for more volume, 
more markon, more profit. But it’s time to recognize 
that most of the money a business calls profit is merely 
money that has not been wasted. 


Too busy selling? 

Customers come into shoe stores with the intention 
and desire to buy. They’re 80 per cent “bought.” Yet, 
ironically, almost a third of them will leave the store 
unsold. Perhaps we've been so busy selling that we 
haven't given the customer the opportunity of buying. 

It points up the old axiom that a bird in the hand 
is worth two in the bush. So much of the talk and 
effort today is centered upon ways to attract new cus- 
tomers. What we obviously need is more effort de- 
voted to ways to hold regular customers and reduce 
lost sales. What we need is to pay less attention to 
the incubator and more attention to the egg. All new 
business is earned on the basis of how well we serve 
the “old” or regular business. 

If there’s one “moral” to be learned from this, it’s 
that there’s almost as much potential profit in “lost” 
sales as there is actual profit in “made” sales. We 
cannot afford to wait for “experience” to teach us this. 
For often experience is a comb which nature gives to 
men when they are bald. 

In today’s competitive world, $28 customers can be 
more easily lost than won. And if we work so hard 
to win them, it deserves double the effort to hold them. 
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These are just three of the new silhouettes added to 
Penaljo’s Living Shoes in Fashion’s newest neutral... Otter! 


HAMILTON SHOE CO. + 2107 LUCAS + ST. LOUIS 3, MO 
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VICE 
RAD 


“To sell children’s shoes success- 
fully, we have to carry a line of 
styles that will please the eye of 
the child enough to want to wear 
them,” says JOSEPH THUMB of 
The Junior Boot Shop in Sharon 
Hill, Pa. “Also, they must satisfy 
the parent, who wants to keep 
the child looking like one as long 
as the elements of style can hold 
out. We try for the happy medium 
. to get the cooperation of both 
parents and children. 
“We shy away from stocking-up 
on ‘off beat’ colors. Children may 
favor them but parents don’t. The 
modified tapered toes are well up 
in popularity and although some 
parents would still prefer the 
rounder toes, the style trend has 
gained. Children like pumps. Par- 
ents like straps. We compromise 
with the swivel strap, which serves 
both. Children would prefer a 
little tricky shaped heel but parents 
prefer the more flattie type. We 
agree.” 


* * * 


Seven league boots 

“In today’s competitive economy, 
it is often a margin of less than 
an inch that makes the difference 
between success and failure. This 
is especially true in marketing,” 
says GENE MAPEL, vice-presi- 
dent and director of marketing of 
the Chase Manhattan Bank. “The 
day when a firm could don seven- 
league boots and outstrip its com- 
petitors is rapidly disappearing. 
Our economy is too sophisticated, 
too advanced, too competitive to 
offer marketing opportunities of 
such magnitudesfor any appreci- 
able time. Chances are if a com- 
pany waits for the greatest idea 
in the world before it strengthens 
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its marketing, its competitors will 
outstrip it.” 


* % C2 


Whim springboard to venture 

PRISCILLA DICKERMAN, who 
operates the Suede Specialty Shop 
in Marblehead, Mass., was the 
guest of the Guild of Beverly 
Artists recently. She recounted 
how a simple idea was the spring- 
board to her business. Creating a 
practical and attractive suede 
tobacco pouch for her husband 
was all she thought about at the 
time, but the experiment proved 
to be such a success she decided 
to go on further. She designed 


skirts, handbags, hats, earrings, 
belts ... all of suede; and it has 
proved to be a most successful 
venture. She pointed out that, 
after all, leather garments are not 
a recent innovation. The first 
Americans, Indian squaws, and the 
early settlers wore leather. 

Mrs. Dickerman was lavish in 
her praise of suede as a fabric 
with which to work. She uses 
only sheepskin which has _ been 
brushed to a suede finish and 
comes in a myriad of colors. 


* * * 


Teens choice 

“What’s happened to Fad - Mad 
teens?” queried the HOUSTON 
CHRONICLE. They learned the 
answers from the girls they ques- 
tioned at four Houston high 
The general impression 
“footwear is likely to 


schools. 
was that 


vary more than any other phase 
of fashion from one high school 
to another. At one it was “strictly 
black white socks.” 
While across town, the girls showed 
almost equal preference for “loaf- 
ers and flats. Flats with full skirts. 
Loafers with turned down cuff on 
socks, to go with straight skirts.” 
Slipon types got the nod of ap- 
proval by girls at the other two 
high schools pooled “but you see 
plenty of flats at these schools 
too, especially with full - skirted 
spring cottons.” 

As for purses, Houston teens say: 
“The small clutch has been re- 
placed by the big roomy carry-all.” 
One girl was quoted as saying: 
“I just wonder where we used to 
put everything.” 


loafers and 
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“Down Under” shoe uppers 

Australia and Kangaroos, they go 
together like ham and eggs. Kan- 
garoo leather and that’s 
another combination . . . but not 
in Australia, according to MOR- 
TON HACK of the Ripple Sole 
He recently toured 


shoes, 


Corporation. 


“The Land Down Under,” visiting 
Melbourne and Sydney, and he 
stated, “As you know, we use 
lots. of kangaroo leather in the 
United States. In Australia, shoe 
manufacturers don’t use kangaroo 
at all. The reason .. . since kan- 
garoos are wild range animals, 
their skins have many blemishes 
and Australian consumers insist 
on perfect, unblemished skins for 
their shoe uppers.” 





DUNHAM’S EXECUTIVES 


A bold new step to comfort 


Dramatically different. Unique Goodyear Welt 
comfort construction features (patented), high- 
lighted by “shock absorber” action of special 
tapered cushion wedge. In brown or black 
Geilich Amano leather, 10-iron oak bend leather 
sole with resilient set-in rubber lift — to 
retail very profitably at $18.95. Write for details, 
sample, ‘‘Two-Step Comfort Test’’ promotion. 


BRANCH SALES OFFICE & WAREHOUSE: 710 W. JACKSON BLVD., CHICAGO 6 





PROFILE by ESTELLE G. ANDERSON 





“A lot of people like small store shopping” 


Did you research the unique 
boutique idea for a long time 
before venturing into it? Did 
you appraise the consumer po- 
tential within the area pretty 
thoroughly? We asked Donald 
Seligman these questions and 
many more. His simple reply 
was: “We bet our money and 
took our chances.” 
DONALD SELIGMAN Instead of the greasy restau- 
rant that occupied 42 East 50th Street in New York 
City, Don envisioned a charming, attractive, relaxed 
kind of shop. It took imagination and initiative... 
and architects to interpret the idea. They tore down 
the restaurant. On its site and in its place there 
emerged the “dream come true.” The French Provin- 
cial furniture, mixed well with modern and highlighted 
with color here and there for a real lift, the informal 
atmosphere ... all this was the ideal setting for the 
type of operation Don wanted. 


A happy meeting of minds 


“There is possibly no shop like it,” he says. “Of 
course there are shops that represent the manufactur- 
er’s name, that are owned by the manufacturer; but 
ours is a private venture even though we carry only 
Pappagallo shoes. I got to know these shoes quite well 
during the three years I was at Bergdorf Goodman’s. 
sut what is more important to me than the shoes is 
the fact that I got to know Jean and Mike Bandler 
well. I feel that whom you deal with is more important 
than the product. In this case, it is a happy meeting 
of the minds. We are deeply entrenched with Pappa- 
gallo. We make our own selection at the factory but 
with the Bandlers’ help. What Jean Bandler serves up 
is everything we need fashion-wise. So, wouldn't it be 
foolish for me to rush around to find the great color or 
trend?” 

Don had twelve years of retailing before he opened 
his shop in October 1958. When he came out of the 
U. S. Marines in ‘46, he started in the James McCreery 
training program. Upon completion of the course, the 
graduates were placed in various departments in the 
store. Don went into the shoe department, where he 
spent three years. Then followed three year hitches of 
women's shoe buying at Saks 34th Street, Lord & 
Taylor, Delman. This brings us to the opening of his 
shop. 

“T just felt,” says Don, “that not everyone wants the 
supermarket kind of service and approach. We have a 
pretty good cross section of customers, as far as in- 
come is concerned. I don’t think any one group pre- 
dominates but it probably doesn’t include chain store 


May |, 196! 


© RNASE TEM | LSE PER TURAN SEES STUY SAED MEI ICM EEE SSAC SI OPS IRE 


clientele. That’s one of the advantages of our shop... 
the fact that the identity is so strong that if you don’t 
want or like Pappagallo shoes, you don’t cross the 
threshold. On the other hand, if you do know Pappa- 
gallo, you come in! Our important customers are our 
‘followers.’ 

“A lot of people like small store shopping. You can 
come right in off the street. Personal preferences 
might hinge on the girls, the coffee that Willie serves 
up so friendlily, the surroundings, the more personal- 
ized service. We try to take the stigma out of the cus- 
tomer’s mind. We feel it shouldn’t be a struggle when 
you buy a pair of shoes. Our girls are not profession- 
ally trained saleswomen but our customers seem to 
feel that what the girls offer in patience and pleasant- 
ness compensates for their lack of professional ability. 
They don’t use a fitting device. The shoes are either 
too short or too long, too tight or too big. We just 
take it from there. It reduces everything to a mini- 
mum. I think the atmosphere is like the shoes .. . 
relaxed, comfortable, easy. 

“In addition to the local and transient customers, 
we have an extensive mail order business. Surrounded 
as we are by Radio City, Saks Fifth Avenue, the 
Clubs . . . this street is a Mecca for out-of-towners. 
Once the customer buys a pair of shoes, it is easy for 
her to reorder by mail, for we keep an extensive card 
file of sizes and purchases.” 


An interesting approach 


The boutique approach is most interesting. Friends 
who go abroad have carte blanche to bring back the 
unusual, the exciting in blouses, scarves, belts, hand- 
bags. It depends upon who’s going where. Appar- 
ently, there isn’t too much movement at the moment, 
although recently there was the touch of the Far East 

. exciting things from China and Japan. 

As in most shops, Saturday is stronger than week- 
days. Business has been good right along. That fact 
proved itself so conclusively and effectively that the 
Seligmans opened their second shop on March 27, 1961, 
at 747 White Plains Road in Eastchester, New York, 
opposite Lord & Taylor. Same set up. Same modus 
operandi. This time, however, they were their own 
decorators. This gave them an opportunity to in- 
dulge their hobby of refinishing and rehabilitating 
antiques. 

The past two and a half years have been busy ones 
for Don and his wife, Dorothy. Of necessity, there 
hasn’t been too much time for recreation. Every- 
thing seems to be working out fine. And the relaxed 
atmosphere, easy fitting shoes, wide selection and 
friendly personnel are just the right combination for 
success. 
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the enchanting DUCHESS 


styled by Frank Cardone, 


an exciting new pump 


with 15/8 stacked heel 


HUBSCHMAN’S CALF 


301 Foxy, 


and may be had 




















in any Hubschman colour. 


Created by Cardone and Baker, Inc. 


Brooklyn 1, New York 


E. Hubschman & Sons 


Division of Gera Corporation 


Philadelphia 23 


© 
— 
a 
~ 
° 
~ 
> 
@ 
Z 
@ 
3 
is 
® 
> 
< 
Ga 
& 
= 
© 
ro) 
® 
R 
ee 
a 
e) 
S 
3 
no) 
a 
a 


Boot and Shoe Recorder 











N 


by EVELYN SCHLESS, women’s editor 


The boot boom for fall 


For Autumn 1961, boots will step into a new place among 
sales winners. Boots will go to all heights . . . from ankle 
to almost-knee .. . in a variety of materials . . . to be worn 
with pants, culottes, other casual clothes. And there are 
even cocktail boots with pointed toes on thin spike heels. 
Still another and brand new version is the stretch boot to 
be worn with stretch pants. 


Stretch boots worn with stretch pants 

This look is expected to reach its peak this fall, especially 
on a medium price level. Introduced in Europe by Emilio 
Pucchi several years ago, taut stretch pants, worn with 
ankle-high tight fitting stretch boots, have been gaining 
importance in this country ever since. This fall, sportswear 
manufacturers, retailers and fashion magazines are planning 
all-out promotions. 

For you, the shoe retailer, this means extra business if 
you are prepared for it. 

As Herbert Copeland of Sandler of Boston puts it: “Every 
girl who buys loafers and sneakers will buy a pair of boots 
to wear with her stretch pants.” 

Oomphies, whose stretch boots have been in the stores 
since late 1960, have sold every boot they’ve made. Harold 
Gessner, president of the firm, tells me that two weeks after 
completion of their fall line they decided to add five more 
stretch boot styles. This decision resulted from surveying 
the sportswear market and talking to key retailers. 


How long will it last? 

No one knows how long it will last. One manufacturer who 
pioneered in this kind of boot-look told me: “Remember what 
happened to tights when all kinds of hosiery manufacturers 
got in on them and killed them. And there are some really 
third-rate stretch pants around. The same thing could hap- 
pen.” 

There is extra business in boots. . 
and even a good chance of making multiple sales. Show your 
customers leather boots, rain boots, cocktail boots, 
with high, medium and little heels. Explain what they are 
meant to be worn with, indoors and out. The outlook has 
never been better. 

As for stretch boots... they are another means of making 
extra sales. 

They may very well turn out to be a big deal . . . but only 
if you get in early and watch carefully. Early exposure 
through displays and advertising is a MUST. 


. at all price levels, 


boots 


~ 
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Point 

the way 
» to extra 

profits 


Ga-lites 
TOE-SHAPERS FOR 
FASHIONABLE FOOTWEAR 


These little shapers — smartly designed 
to protect the latest in pointed toe styl- 
ing — in fresh feminine colors — give you 
big extra profits. Easy to display attrac- 
tively on your counter, easy to add to 
every shoe sale! 

Ga-Lite Shoe Trees are a fine value — 
wonderfully sturdy for all their light- 
ness —real style preservers and shoe 
savers - especially after rainy-day 
wear. Crafted of durable plastic with 
spring steel handles to give firm pres- 

sure against the shank, 
without stretching deli- 
cate materials. (colors? 
Green, Yellow, Light 
Blue, Coral, White. 
Small, medium, large. 
Also available in 
rounded toe design.) 

Ga-Lites are packaged on a self-display 
card to sell themselves off your counter. 
And if you wish, each shoe tree will bear 
your store name, to keep on selling in 
milady’s chamber. 


SPECIAL P.M. PROFITS! 

20¢ EXTRA ON EVERY PAIR! 
That’s what Miller's P. M. Special gives 
— on top of your regular mark up! Each 
pair bears a P.M. sticker. Twenty-five 
fill a redemption card worth $5.00 to you 
when mailed to us. 

That's good extra profit, or a sales- 
building bonus for your sales force! 
PRICES Retail $1.95 a pair 


YOUR PRICE $1.17 per pair. Extra 
Miller's P. M., 20¢. 


STOCK UP NOW! Write 0. A. Miller Today 


0. A MILLER DIVISION 
iller 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


CANADA: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 








WOMEN’S 

Birchwood / Beech. 

(French heel) No. 7387. 

White kid or Bone suede 

straps. Sizes 4-10. $13.95, Whs. $7.67 





WOMEN’S 

Ateak wood 

(134” high heel) 

No. 7388. Red or Brown suede straps. 
Sizes 4-11. $12.95, Whs. $7.12 





WOMEN’S 

Ateak wood 

( Low heel) No. 7389. 

Thin sole. Red or Brown suede straps. 
Sizes 4-10. $11.95, Whs. $6.57 





WOMEN’S 
(High heel) No.7372. Red or 
Natural Tan straps. Sizes 4-10. $9.95, Whs. $5.75 





WOMEN’S 

(Flat heel) 

No. 7371. Red or 

Natural Tan straps. Sizes 4-12. $9.95, Whs. $5.75 








Exercises Feet... 
AS YOU WALK! 


FOOT EXERCIZER 
SANDAL 


1. Cupped Heel Seat for stabi- 

izing the feet and for greater 

walking pleasure. 

3. Made of imported wood, 

shaped to natural contour of 

foot. Special Metatarsal Crest 2. Cushioned 
produces a natural toe-grip- : leather 
ping action. The great toe and Wi wager Bee meet ad 
a toe joint rest in a depres- four screws 
4. Non-slip crepe sole for noise- 


for individually 
less walking, long wear. adjusting to foot. 


Your Opportunity for Extra Profits and Prestige 


A scientifically designed orthopedic appliance in the form of 
a smart sandal! It automatically exercises, strengthens and 
comforts the muscular structure of the foot . . . restores 
foot’s normal toe-gripping function . . . helps overcome foot 
arch weakness. All this while the wearer WALKS for 
only a short time each day indoors, outdoors, anywhere! 


NOTE: This appliance does not, of course, take the place of arch supports. 
Rather, it gives the wearer added benefits by strengthening the foot’s muscles. 





, NATIONALLY 
Ns SS ; ADVERTISED 
No. 7370. 

Brown straps. ’ e Ladies’ 

Sizes 7-15. $9.95, Whs. $5.75 Home Journal 
CHILD'S e Saturday 

No. 7373. Evening Post 


Red or Brown 

Sizes 10-12. $7.95, , ” Redbook 
Whs. $4.60 e McCall's 
MISSES’ ano YOUTH’S e Look 

No. 7374. Red or Brown : Vv 

straps. Sizes 13-3. $7.95 Whs. $4.60 e Vogue 
BOY’S No. 7375. Brown straps. Sizes 46. $8.95 e New Yorker 
Whs. $5.15 

















THe Scoot. Mec. Co.. Ine. 


213 WEST SCHILLER STREET, CHICAGO + 


62 WEST 14TH STREET, NEW YORK + 3223 EAST 46TH STREET, LOS ANGELES 
Ad No. 61-STP-856 R1 
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by GERVASE BUTLER, men’s editor 


London calling: 
a new footprint in toelines 


There's often more than meets the eye in a casual phrase. 
While we were recently musing on whether men would toe 
the London line, word from the British Footwear Manufac- 
turers Federation left no doubt. Of course this was for 
domestic consumption. Also, when our sea girt cousins 
opined “Men will toc the line next spring” they meant an- 
other line! 

To quote a news release from Orchard House, London, 
“A new toeline—the oblique chisel—is to be seen in men’s 
fashions for 1961. Slanted inwards from the big toe, this 
is considered by the manufacturers to be most comfortable 
to wear and nearest to the natural shape of the foot. 

“There is also the straight-across chisel, with the point 
cut off either from a very narrow toe-shape or from a rather 
wide one. And the tapered-to-oval toe, and of course the 
pinpoint, which is still very much in demand. There’s even 
a Turkish toe, with a distinct upward movement! 

“The higher-than-usual Spanish heel, launched last year, 
is found in many of the ultra-fashionable styles. 


The all white shoe 

“Black is still the most popular color, with brown—and 
there's a tendency towards the darker shades—in second 
place. Rather less gray is seen. Two-tone combinations, 
in black-and-white and brown-and-white especially, are popu- 
lar. There is also a strong movement towards the all white 
shoe. One manufacturer reports that in Glasgow the boys 
are going to dances wearing narrow black trousers, black 
shirts and white ties and white shoes!” 

Pearlized (iridescent) leathers, to round out the color 
story, are seen in bronze, pinkish bronze and olive shades. 
Textured leathers, solo or in combinations, are popular and 
are giving suede a run in casual footwear. However, trust 
the English, suede is the choice for evenings. 

While we're taking a gander at the trans-Atlantic, why 
not go the distance and crib a few lines from the Fashion 
& Promotion Newsletter published in the March issue of 
Footwear magazine. 

Reporting on recent showings in men’s footwear, we 
quote: “Church introduced new Bison mules, among them 
gold. The Boxer top slipper with high-cut elasticized patent 
collar appeared. Vero produced a ‘Jester’ slipper for men 
in golden tan. Batson and Webster brought in the chisel 
toeline for men’s slippers.” 

Judging by the printed evidence there’s no lack of life 
in men’s footwear designs among our British cousins. It 
will be interesting to watch those gold Bison mules! 
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CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They're as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Promote the leadership brands for faster 
turnover and good profits. Brand Names Week gets bigger every 


year. Bigger sales, bigger profits. And now is the time to make plans for a full scale tie-in with 
this year’s promotion. 

Everything is in your favor. Your customers are pre-sold on Brand Names. Your own experi- 
ence proves that leadership brands are what they prefer, what they buy most often. 


Your promotion will be backed up by Brand Names Week ads in America’s leading consumer 


magazines, newspapers, radio, TV, outdoor and transit. 
Make Brand Names Week your most productive promotion for 1961. Promote the leadership 
brands for faster turnover, bigger profits. 


Brand Names Foundation, Inc. 
437 Fifth Avenue, New York 16, N. Y. 
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Check list of profit potentials 


One of the most important selling seasons for retailers 
of children’s shoes is just around the corner ... SUMMER 
CAMPING. If the past is any criterion, it will again add 
up to the best sales figures of the year during May and 
June; greater and more effective than any other season, 
including Easter, back-to-school or Christmas holidays. The 
impact is probably greater in New York and nearby states 
than it is in the midwest and south. But in the northeast, 
it is big business in juvenile, specialty and department 
stores. 


Check list of required footwear 

Sometime within the next week or so, the buying rush 
will begin. Parents will come in with a check list of required 
camp footgear that calls for anywhere from five to seven 
pairs of camp shoes, including: two pairs of sturdy shoes 
(one pair with leather soles and the other with rubber or 
composition soles) one pair of sneakers, camp moccasins, 
rubbers or boots, locker sandals. As for dress shoes, that 
depends upon whether new shoes were bought for Easter. If 
the holiday pair was purchased, these usually serve for 
dress at camp. If not, a pair of dress shoes is generally 
added to the list. And there is plus business in socks to go 
with some of these shoes. Sometimes as many as a dozen 
pairs, in various lengths and weights. 

Here's a season that can mean a substantial harvest of 
multiple sales and profits. Participating merchants have 
proved it in the past. 


A means to pre-teens 


Looking for ways to attract pre-teeners? SEALFON’S in 
Ridgewood, N. J., have been doing just that, with phenome- 
nal success, ever since the first day they opened shop. Their 
imaginative, diversified programs include: Pepsi and Pretzel 
Parties, each month, with guest speakers in fields of interest 
to the youngsters. Birthday Cards to pre-teeners on their 
birthdays and a gift of a ten per cent discount on anything 
they buy within a three day period. The Emery Board Club 

. a silver dollar to any pre-teener who allows her nails to 
grow (for a period of 90 days). Window Trimming .. . one 
store window, devoted to the Pre-Teen Shop, is trimmed 
weekly by two pre-teen girls. They select the merchandise, 
trim the window, and their names are prominently displayed. 
Fashion Design Contest ... every month, SEALFON’S se- 
lect an item for designing. The winner receives a $25.00 
wardrobe. She also gets her picture in the local newspapers. 


es. 
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StpMailor 


MAINTAINS 


103 


NUMBERS 


172 


PATTERNS 


CONSTANTLY 
IN-STOCK 


For Fast 
Fill-in 
Service 


No 
further 
explanation 
is necessary 
f you consider 
what such fill-in service 
ror TaMmaal-y-lemismarelie lial 
your inventory 
ing up your 
making 
fanle]a-muaglelal 
for you 


over 


SG Mailer 


SHOES, inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 


29 





FREE! 


KIWI Handi Shoe Shine Kit 


with purchase of 4 dozen KIWI Paste Polish (regular size) 


gives you BIG EXTRA PROFIT! 


NOW...Help yourself to these BIG EXTRA PROFITS on KIWI, 
world’s largest-selling shoe polish. Order 4 dozen paste (Reg. size) 


—get 1 Kiwi Handi Shoe Shine Kit FREE! It’s a $2.95 retail value! 


KCUWE FOR HIGHEST PROFITS! 


ORDER NOW! OFFER FOR LIMITED TIME ONLY 


THE KIWI POLISH CO. PTY. LTD., POTTSTOWN, PENNSYLVANIA 
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LETTERS 





Constructive criticism 


I would be remiss in my duty if 
I did not write you and compliment 
you on your new format. It repre- 
sents a great deal of thought and 
effort and a big improvement over 
the “old look.” Further compli- 
ments are in order regarding the 
material that you offer. It is infor- 
mative and well done. 

The House of Crosby Square is 
attempting to reach the man on the 
footstool. We find that this is the 
person who gets the least amount 
of information, yet he is the one 
who finally puts the pair of shoes 
on the customer's foot. They are 
starved for information, and any- 
thing that you can supply to them 
will be greatly appreciated. 

This letter is full of compli- 
ments. I have one criticism and it 
is a major one. Headlines tend to 
paint an interesting but very bleak 
picture. Many times after you read 
the article you find out that things 
are not as bleak as they seem, but 
the average person will many times 
just read the headline. 

Your front cover reads — ‘‘Are 
Brands losing out to Private 
Labels?” Some people may never 
get to read the article in the maga- 
zine, but the impression is that— 
“Yes, Brands are losing out to Pri- 
vate Labels.” 

May I caution you on the spec- 
tacular statements that you will use 
on future covers. Other shoe people 
have also commented similarly to 
me on your new cover. Please ac- 
cept this as constructive criticism. 

HAL TEMPLETON, GEN. MGR. 
THE HOUSE OF CROSBY SQUARE 
MILWAUKEE, WIS. 


Interesting and readable 

The “new” Boot AND SHOE RE- 
CORDER is wonderful, and you and 
your staff are to be complimented 
on the new format. 

It is very interesting, readable 
and so good looking that you should 
consider putting out a twelve month 
binder so that they can be perma- 
nently preserved by its readers. 

A. WEINMAN, PRES. 
FIVE STAR SHOE CO., INC. 
LONG ISLAND CITY, N. Y. 
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by GERALDINE EPP, teenage editor 


Fashion’s fall color honor roll 


The results have been tabulated! Working from question- 
naires returned by 29 teenage manufacturers, the three top 
footwear colors for fall are: BLACK, BROWN and GREEN, 
for all categories, school and dress flats, little heels. 

Black retains its lead in every way ... grained and soft 

napped in sueded leathers . . . smooth in kid 
rich in nylon velvet . . . elegant in reptiles. It also looms 
as an undertone to many of the browns and greens. 


Brown has three faces 

Brown has three faces and all are important. First, there 
are the dark, almost blackened browns: A. C. Lawrence’s 
Brazil Nut and Geilich’s Brown Ink are examples. The fash- 
ion directors of these tanneries, Dorothy Anderson and 
Martha Geilich, credit Sandler of Boston for “breaking the 
brown barrier,” citing that firm’s success last season with 
Perfecto. 

Vying for importance with the deep Italian browns are 
the taupey shades. Otter is representative of this face; so is 
Armour’s Cocoa Tan. In sueded and smooth finishes, taupey 
browns are favored for both tailored and dress shoes. The 
golden browns, Honey, Camel, Vicuna, are confined pri- 
marily to tailored types. 

The green story also comes in three parts. The blackened 
greens, such as Mistletoe and General Split’s Black Olive, 
are important for school types. So are the grayish greens as 
exemplified by Greengrape. But for dress flats and little 
heels, green is brighter, clearer, gayer. For example, Ohio’s 
Clover, Lawrence’s Emerald. 


For sparking sales 


But, to get to the fun of matters .. . and to the question: 
“How will I spark my stock? Everyone will have black, 
brown and green,” here are some possible answers: 

First, fall’s ready-to-wear will be dominated by golden 
spice tones. Obviously salable, then, are the rust or terra 
cotta tones: Red Cedar, Irish Setter, Redhead. More limited, 
but definitely worth consideration as a promotional effort 
are the gold tones. Allied’s Prism is but one of many. 

Sure to arouse interest—and so right for the plum, gray, 
blue, magenta and taupe tones in ready-to-wear—are Garnet, 
Mulberry and even darker vintage tones. You’ll see them in 
handsewns as well as in dressy shoes. 

Finally, there’s red . . . young, important, and perhaps 
underestimated. We said in the Recorper’s Chicago Fair 
daily that red was staging a comeback for spring via patent 
and smooth leathers. Trend-setting firms proved this. So 
we mention red again .. . for school and for dress. 
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HEEL WITH A SI 
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Don’t be misled ...don’t mislead 


#305 HIGH SPIKE 
your customers! Others 


‘ TOTAL HEEL PROTECTION! 


have tried to copy our Tp : Vinyl-covered steel protects the 

’ { boot heel at bottom and 

styling—but Principle y, all sides. Won't 
: scratch the shoe 
..won't break 


Plastics is still first 


with the newest through! Stee! 


' is 8 times 

and best! , harder than 
, HARDPLASTIC. 

Tests prove 


Retail — $2.59 ) ONLY STEEL DOES 


THE COMPLETE JOB. 





#301-A & 
Low Heel 
Faille Pattern. Front 


Fastening. Size 5-10 


#302 
Cuban 
Faille Pattern with Corde ® 


trim as shown. Size 5-10. 


vince =| REZILTUF 


Faille Pattern with Corde 
trim as shown. Size 5-10 


#305 x 


High Spike 

Faille Pattern with Corde STAY AHEAD ~— BUY THE NATIONALLY 

trim as shown. Size 5-10 ADVERTISED “YEARS-AHEAO’ LINE! 

Colors: Clear and Smoke PRINCIPLE PLASTICS 
GARDENA, CALIFORNIA « FAcuilty 1-3011 























IN CHICAGO: IN NEW YORK AREA: 
Airo Supply Co., 2525 North Sheffield 5701 Park Avenue 
GRaceland 2-0254 West New York, New Jersey « UNion 4-4670 OR CALL YOUR NEAREST JOBBER 


. 


See us at the PPSSA — Suite 792-794, Sheraton-Atiantic Hotel 
OR the Boston Shoe Travelers Show, May 7-10, Parker House Hotel, Room 754 





PATTERN PORTRAIT 


Well styled lightweight 


by GERVASE BUTLER 


Conservative appearance carries plenty of fashion impact when it 
incorporates footwear details important to the comfort minded. Here we 
have a good looking tie built on E. E. Taylor’s Nassau last. Unlined, 
its supple shaping is achieved in a plump calf developed by one of the 
top Swiss tanners. Unique, the one piece plug forming tongue and stay. 
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Bristolit. 


Boots are in the fashion orbit, propelled 
there by the popularity of pants, the pre- 
dominance of simple casual looks in women’s 
clothes and the continuing importance of the 
boot-look in shoes. Never before has there 
been so much to sell in boots: lighter weights, 
slimmed-down silhouettes, pointed toes, newly 
shaped heels in a variety of heights, inter- 
esting materials and colors. 

And what perfect opportunities to promote: 
display rainy-day boots as soon as skies cloud 
over . . . show corduroy, ankle and high 
rubber boots for back-to-school selling .. . 
feature lined boots as soon as cold weather 
starts. 

With the variety of boots the market is 
offering, you should be able to sell your cus- 
tomers on adding several pairs of boots to 
their shoe wardrobes this season. All this 
can mean a welcome bonus for this fall’s 
volume figures. 
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Fall Boots — 
To boost business . . . 


Cossack leather boot with new 
Isotemp construction, plaid lining; 
\ B. F. Goodrich and Hood 





‘Boots \ 
to wear 


' with pants As 
Sy 


\ | 

















ROCKINGHAM'S Beau-Ties 





¥ 
; 





JUMPING JACKS’ L'il Button 





PRO-TER-IIV’S velvet and smooth . 
vs oth 
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Stepins, straps, 


Three S’s—stepins, straps, spectators, for the Three 
R’s—reading, ’riting, ’rithmetic. Here is a comprehen- 
sive collection of “shoes to go back to school in.” For 
the most part, it is the detailing, that “extra some- 
thing style feature,” that might very well be the all- 
powerful means to soaring sales. 

Gone are the days when, in order to be serviceable, 
shoes had to be heavy and “clunky” looking. Today, 
they combine the most modern constructions, the latest 
silhouettes, patterns and materials with lightness and 
durability. The result is a wide range of styles, shoes 


36 





STRIDE-RITE’'S velvet with texture 


Spectators... 


for specific needs and occasions, classrooms and play- 
grounds. Service shoes, to be sure, but with a differ- 
ence! Smart, styleful, colorful, they offer a chance for 
a choice. Whether it be in heel height or shape, smart, 
uncluttered trims, buckles, bows, stitching, elasticiz- 
ing ... these detailing features speak sales volume. 

For all the social events and parties, during the 
school term, the emphasis will be on slipons, generally 
on the cement or Bon Welt constructions that lend 
themselves to dressing up or down. 

We have mentioned leathers and colors many times 
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BILLIKEN’S high riser 
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EDWARDS’ wishbone strép 
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byAESTELLE G. ANDERSON. 
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EPHRATA’S buffalo monk btyap 


“ 








EDWARDS’ moc front, inverted seam 
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SIMPLEX’S three eyelet tie 


Footnotes for fall and school 


in the last few issues. Pointed out that emphasis is 
on the smooth, textured, grained, glove, brushed types. 
It is interesting to note that some manufacturers may 
have had qualms about nylon velvets ... that they had 
reached their peak. But, general consensus now is 
that acceptance of this material will be very good in 
the season ahead, especially in black, dark red, black 
raspberry, scarlet, otter. There is also a feeling that 
patent leather will continue into fall and beyond, in 
black raspberry, bronze and black. 

More than at any other time, infants’ shoes now 
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can boast the latest styles and details. Elasticized top- 
line, single strap black patent leather Cameo by Trim- 
foot is a case in point. Also the importance of boot 
types is pointed up in Chambord’s “Little Pierre” 
white capeskin with imitation mink collar. 

The boys’ shoes are smartly detailed and feature 
monk straps, moc front oxfords, Dixie ties. 

There they are, the shoes that could represent vol- 
ume sales if retailers will use some imagination and 
courage; and if they will present and promote them 
vigorously and strongly. 





Exports: 


One answer to shoe imports... 


The American shoe _ industry 
faces a serious and worsening 
situation on competitive shoe im- 
ports. 

It’s possible that new legislation 
may offer a partial measure of 
relief. This may slow somewhat 
the growth pace of shoe imports. 
But, first, there is no certainty 
that any such legislation will be 
enacted. And second, even if passed, 
it will still permit a steady 
growth of shoe imports in the 
years ahead. Summed up: even 
under the most favorable “pro- 
tectionist” conditions, shoe imports 
are here to stay and grow. 

But there remains one major, 
unexplored area to counter-balance 
the impact of imports on the U. S. 
shoe industry. Export of shoes. 
While this will comprise no pan- 
acea, it can create a healthy 
import-export balance that will re- 
move the painful bite now being 
taken out of the industry by 
imports. 


An export offensive 


This means an “export offensive.” 
It is being undertaken by other 
industries. It can be done by the 
shoe industry. The appeal of “peril 
points” on imports has to date 
brought little legislative help. If 
the rubber footwear industry, with 
imports now representing 100 per 
cent of domestic production, can ob- 
tain no legislative protection, what 
can the shoe industry, with shoe 
imports representing about 5 per 
cent of domestic output, expect in 
terms of relief? Many other indus- 
tries — cameras, office equipment, 
bicycles, textiles, watches, electron- 
ic equipment, etc.—have seen im- 
ports penetrate far deeper than 
shoe imports, and yet have obtained 
no legislative relief. And even if 
legislative help arrives, it can at 
best provide only part of the an- 
swer to the problem. 

Today, nothing holds truer than 


the well-known Americanism: The 
best defense is a good offense. 
Other U. S. industries are recog- 
nizing this and doing something 
about it. So can and must the 
shoe industry. 


The import threat 

In 1960, shoe imports reached 
nearly 27 million pairs valued at 
$53 million. This represents almost 
5 per cent of our domestic pro- 
duction. It’s a 20 per cent increase 
over 1959. 

Back in 1954, shoe imports 
amounted to only seven million 
pairs. So, in the past seven years, 
shoe imports have multiplied four 
times. If such a rate continues, 
then by 1967 shoe imports could 
reach over 100 million pairs. That 
would represent some 14 per cent 
of our domestic production (and as 
high as 40 per cent of penetration 
in some classifications of shoes). 
It would account for over $200 
million extracted from the U. S. 
shoe industry. And there’s a fair 
chance that it can happen. 

In addition to imports of regular 
shoes in 1960, over 5.5 million 
pairs of slipper socks, valued at 
$2 million, were imported. 

And 101 million pairs of rubber 
footwear, valued at $90 million, 
were imported. The domestic rub- 
ber footwear industry produced 
only about 95 million pairs. So we 
imported more rubber footwear 
than we made at home. 

All these types of imported foot- 
wear combined amounted to 133 
million pairs, valued at $145 mil- 
lion. This amounts to almost 20 
per cent of all the footwear we 
produce. 

The shoe industry, through the 
National Shoe Manufacturers As- 
sociation and other industry trade 
groups, has been pressing to 
present an effective case to con- 
gressmen. At two recent special 
meetings in Washington, many 





“Many small and medium- 
sized firms are doing a profit- 
able volume in foreign trade .. . 
American exports have a chance 
to expand faster than our total 
national economy. Because of 
the good economic conditions 
abroad, demand for American 
goods is increasing. It's in the 
interest of individual companies 
to increase the volume of busi- 
ness they do, by getting into an 
area of business activity where 
broad new opportunities exist."’ 


BRADLEY FISK 
Assistant Secretary of Com- 
merce for International Affairs 





congressmen came to listen to 
facts and proposals. These meet- 
ings have been effective in 
exposing congressmen to the 
problem. But any tangible results 
forthcoming are still highly un- 
certain. 

There continues to be talk and 
hope of higher tariffs, quota limita- 
tions and other restrictive mea- 
sures. This comes from other in- 
dustries as well as the shoe indus- 
try. But running counter to this is 
a U. S. foreign policy committed to 
economic foreign aid to both devel- 
oped and undeveloped nations. This 
resolves into a sensitive conflict-of- 
interest situation. The government 
must work in the interests of 
American industry and, at the 
same time, work in the economic 
development interests of foreign 
countries. On one hand it’s com- 
mitted to expansion of foreign 
trade, and on the other to the pro- 
tection of its own industry and la- 
bor force. The juggling to keep all 
the balls in the air poses a tremen- 
dous challenge to diplomatic skill. 

There appears dim hope that the 
“Buy American” slogan can have 
any appreciable effect on stemming 
purchases of foreign merchandise. 
A recent report, “Is Made in 
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The phenomenal growth of foreign economies 
opens a beckoning door to the export of 
American shoes. A strong export offensive 
now would help to relieve the painful bite being 
taken out of the industry by imports. 


U. S. A. Passé?” based on inter- 
views with 2600 consumers, re- 
vealed that most consumers know- 
ingly own and buy foreign-made 
goods with no infection of con- 
science, 

Thousands of retail stores, in- 
cluding giants such as Sears, Mont- 
gomery Ward, Macy’s, Gimbel’s, 
Marshall Field, strongly promote 
and sell many imported items, in- 
cluding shoes. This also applies to 
many supermarkets and discount 
houses. Say retailers, “We want to 
be patriotic, but we have to stay 
competitive.” 

The “boom” in shoe and other 
imports is simply part of the boom- 
erang which the U. S. itself created 
in establishing the postwar Mar- 
shall Plan of foreign economic aid. 
The U. S. shoe industry, like many 
other played genial 
host and guide to “technical dele- 
gations” which came from many 
countries to visit our factories, ob- 
serve our methods. They learned 
fast and well. This know-how has 
become a competitive tool to open 
our markets to them. 


industries, 


Exports: a new horizon 

For many, many years, up until 
the 1950's, the U. S. balance be- 
tween imports and exports of shoes 
remained in the vicinity of four 
million pairs. But today, with foot- 
wear imports at 133 million pairs 
valued at $145 million, our exports 
of all footwear are below four mil- 
lion pairs and $12 millions. Shoe 
imports as against shoe exports are 
now 33 to 1 in pairs, and 12 to 1 
in dollars. 

While we have sold 
many countries, the great majority 
of these are very small nations 
such as those in Central America. 
Our consistently biggest export 
markets have been Canada, Cuba 


shoes to 
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(now closed) and Netherlands An- 
tilles, each averaging a little over 
or under a half million pairs a 
year. 

American industry, including the 
shoe industry, has given surpris- 
ingly little attention to exports in a 
trade-minded world. Of 280,000 
U. S. manufacturing firms, only 
12,000 do any exporting. Only a 
handful of shoe manufacturers ex- 
port. Our shoe exports amount to 
less than one per cent of our pro- 
duction. Yet compare this with 
Italy, whose shoe exports have 
reached a fantastic 35 million pairs 
(one-third of its total output) a 
year. A very substantial portion of 
England's 155-million-pair produc- 
tion goes into profitable export. 
Nearly 50 per cent of Japan’s foot- 
output is being exported. 
Even Western Germany, with an 
output of some 125 million pairs, 
puts about 5 per cent of it into 
exports. 


wear 


Where is American salesmanship? 

This poses the obvious question: 
What has happened to the much- 
touted American salesmanship? Is 
it fact, or is it dissolving into 
farce? World foreign trade now 
amounts to $90 billions, and by 
1965 will rise to $115 billions. 
While the U. S. has accounted for 
about 18 per cent of this trade, its 
share continues to dwindle as other 
nations become more sales-aggres- 
sive, 

The vast majority of American 
manufacturers, including shoemen, 
have little realization of the export 
potential as a result of the phenom- 
enal growth of foreign economies. 
In the past decade, U. S. growth 
rate has averaged 2.4 per cent an- 
nually. But in Canada and India it 
has been 3.2 per cent; in Sweden 
and Portugal, 3.6 per cent; in 


American Export Lines photo 


Netherlands and Switzerland, 4 per 
cent; in Italy, 5.8 per cent; in 
Japan and West Germany, nearly 
7 per cent. 

Sy 1970, Europe’s consumption 
of goods will be greater than that 
of the U. S. at present. While 
Western Europe’s population will 
rise 9 per cent, its national output 
will rise 75 per cent, and consump- 
tion of goods will increase 55 per 
cent. Japan’s population will ex- 
pand 12 per cent, but its economy 
and living standards will rise by 
50 per cent. Latin America’s 200 
million population will move up 15 
per cent, but its economy will in- 
crease by 30 per cent. The same 
dramatic comparisons apply to Asia 
and Africa. The economies and liv- 
ing standards—which means the 
ability to buy—of foreign nations 
are moving at a much faster pace 
than in the U. S. 


A major growth factor 

Jooming export trade has been 
a major growth factor for these 
nations. While only 5.3 per cent of 
America’s gross national product is 
represented by exports, in France 
it’s 15.4; Italy, 18.8; United King- 
dom, 25.6; Germany, 30; Sweden, 
33; Belgium, 36; Denmark, 40; 
Norway, 50; Netherlands, 64. 

The pace of shoe consumption 
throughout the world is also out- 
stripping that of the U. S. In the 
past four years, 1957-60, U. S. shoe 
output rose hardly at all. But the 
world total rose 11 per cent; 
Europe increased 18 per cent; Asia 
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The shoe industry could, in five years, multiply its exports by four or five times . . . 


went up 8 per cent. The world mar- 
ket for shoes is showing spectacu- 
lar growth. 


Obstacles exist 


Now, no one is so naive as to be- 
lieve that the phenomenal uplift in 
world living standards and foreign 
economies automatically opens the 
door to American-made shoes. Nu- 
merous obstacles—some justified, 
some not—have remained as road- 
blocks. Among these are high tar- 
iffs and duties, inequitable taxa- 
tion, rigid import restrictions, in- 
abilty to pay our prices, low labor 
costs, discrimination, lack of con- 
tacts, limited consumption, ex- 
change restrictions, lack of reci- 
procity, and others. 

But despite these obstacles, the 
U. S. is doing $20 billion in export 
business. And thousands of Ameri- 
can firms, big and small, including 
a few in the shoe industry, are op- 
erating a profitable export trade. 


Meanwhile, there is a very 


strong trend developing among 
many nations to open doors wider 
to American exports by removing 


or alleviating obstacles now serv- 
ing as roadblocks. 

But often the biggest roadblocks 
are American manufacturers them- 
selves. Lack of interest, rebuff or 
discouragement of business inqui- 
ries from foreign sources, mistakes 
in selling to foreign markets, and 
sheer lethargy in selling effort—all 
sum up to self-imposed obstacles. 


Ability to buy 

Can people of foreign countries 
afford to buy American-made 
shoes? Says Bradley Fisk, “I know 
of no studies that lead to the con- 
clusion that U. S. products are typi- 
cally losing out in foreign markets 
because it is impossible to compete 
with low-priced foreign products.” 

A foreign trade report by The 
Chicago Federal Reserve Bank de- 
clares that failure to sell U. S. 
products abroad “cannot be blamed 
on prices, wages or even on dis- 
criminatory import restrictions on 
American goods.” 

States Iver M. Olson, Director of 
Marketing, National Shoe Manu- 
facturers Association, “American 
shoes can be price-competitive in 


foreign markets if costs for domes- 
tic selling are removed from the 
price of the exported shoes.” He 
cites such costs as advertising, 
promotion, sales, etc., as extrane- 
ous costs that belong to the shoes 
when sold in America, but which 
should not be tagged onto the shoes 
for export to penalize them in pric- 





“The truth is that the de- 
mand abroad for a great many 
products is rising faster than in 
the U. S. In the last few years, 
Europe has passed for the first 
time from a subsistence level to 
an economy of discretionary 
spending. This transition is con- 
tinuing at a rapidly accelerating 
rate.” 


U. S. SMALL BUSINESS 
ADMINISTRATION 





ing for the foreign market. 

Despite apparent obstacles, real 
and self-imposed, American-made 
shoes have a host of appeals to at- 
tract foreign buyers —even when 
these shoes are higher priced. Some 
examples: 

The Made-in-America label —a 
strong attraction in most of the 
world. 

American lasts, known to be the 
best fitting in the world. 

Broad selection of sizes and 
widths. This can be converted into 
a tremendous selling asset. With 
one or two exceptions, the U. S. is 
the only nation offering such size 
selections (almost all countries 
have shoes of only one width, often 
only in full sizes). This can be sold 
as a “new dimension” (fit, comfort, 
better shoe shape, etc.) to most of 
the world. 

Merchandising and promotion 
techniques, as used by the Ameri- 
can shoe industry, are unique in 
most of the world. This, too, can be 
sold. 

Typical American styles (brogue, 
loafer types, some dress and flattie 
types, casuals, etc.) have an 
“American look” which has status- 
appeal for many foreign customers. 
Note of interest: American-made 
cowboy boots are now being sold in 
France—and are a tremendous hit. 

American national brands, an- 
other status-appeal feature. 


In short, price alone is not the 
answer. American-made shoes have 
a whole package of features to pro- 
mote and sell. 

The idea of foreign markets as a 
convenient dumping ground for in- 
ferior products is dead as a dino- 
saur. Top quality for the price 
must be delivered to stand up 
against competition. 

American shoe manufacturers 
interested in exports have numer- 
ous sources where they can obtain 
information in developing overseas 
markets. Among them are the 
U. S. Dept. of Commerce; U. S. 
Chamber of Commerce; banks with 
good foreign departments; 
lished exporters and export asso- 
ciations; shoe industry trade as- 
sociations. 

It is realistically probable that, 
with a concentrated effort, the 
American shoe industry could, in 
five years, multiply its exports by 
four or five times, reaching at least 
12 to 15 million pairs as against a 
present four million. 


estab- 


A profitable venture 

An export-minded American shoe 
industry is long overdue. This kind 
of trade offensive could not only 
counter-balance the rising 
of shoe imports, but could prove a 
profitable venture for those who 
participate. American selling inge- 
nuity is being challenged in world 
markets and increasingly on our 
home grounds as well. It’s time to 
see whether our own shoe industry 
will play the role of the pessimist 
who sees a difficulty in every oppor- 
tunity, or the role of the optimist 
who sees an opportunity in every 
difficulty. 
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American in Paris —These Acme boots are 
selling for from $9.65 to $15. The “Manby 
Dollars” are good for purchases in the 
store. Manby's is a large chain of chil- 
dren's specialty stores. 
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PM: profit thief or profit maker? 


With increased operating expenses nibbling at your 
profits, even a slight revision of your PM policy may 
pay off if it yields better handling of the problem. 


How long has it been since your 
store reviewed its PM policy? Last 
season? Last year? (Or was it last 
decade?) 

PM means Premium Merchan- 
dise. In shoes, it’s a bonus or re- 
ward for moving slow merchandise. 
To many shoemen, PM stands for 
Poor Merchandise. But it can also 
mean Potential Moneymaker, if you 
sell the pairs. 

For some stores, PMs are old 
merchandise. One outlet says that 
the day a pair has been in stock for 
one year, it automatically becomes 
a PM. Some patterns are PMs be- 
cause they are “dogs,” but they are 
the exceptions rather than the rule. 
Some are PMs because they are 
poor fitting shoes. Chains return 
poor fitters to their makers and no 
questions are asked. Other stores 
put poor fitting patterns on PM. 
Some pairs become PMs because 
there are just three or four or eight 
or nine pairs remaining in that pat- 
tern. Or because the color is out- 
moded. Or because the buyer over- 
bought. 
remain. 


Or because only odd sizes 


Space robbers 

Whatever the reason, PMs are 
space robbers. Today, increased op- 
erating expenses are nibbling into 
your profits. Rents come high. 
Every square foot of store space 
must give a good return. This week 
might prove to be the economical 
and efficient time to recheck your 
PM policy and appraise its worth 
in the light of today’s heavy com- 
petition and fixed costs. 

As a starting place, try asking 
yourself the five W’s: 

—WHO is pushing PMs? WHO 
from your sales force is not selling 
his share of them? Give the non- 
pushers a pep talk. All they may 
need is a reminder. Perhaps you are 
putting PMs on too many women’s 
pairs, too few men’s. That sales- 
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man of yours who has a large call 
trade on men’s may subconsciously 
feel that you are showing partiality 
within the sales force. 

~—WHAT shoes are getting PM 
tags? Too many? Too few? Through 
snap judgment and through hope 
for better open-to-buy position, you 
may be putting PM tags on a large 
number of pairs that will move just 
as satisfactorily without the PM. 
Or conversely, perhaps you have 
neglected to PM some patterns you 
intended to tag weeks ago. 

WHEN are you reviewing your 
current PMs? Too often? Not often 
enough? Close tab on their move- 
ment every other week will let you 
appraise whether or not your PM 
policy is working for or against 
you. 

WHY are pairs landing in the 
PM bone pile? If your answer is 
end sizes or end styles, fear not. 
But if your answer is poor color 
buying, poor pattern buying, poor 
pairage - requirement judgment, or 
poor choice of a retail price range 
for your store, then take stock of 
yourself—not your stock. Revising 
your buying thinking may ease 
your PM woes. 

—WHERE are you keeping your 
PMs? Shelved along with regular 
stock? Over in a corner under the 
table? In plain sight? Hidden? Is 
the PM location the easiest for your 
sales people to get to... to pass 
by ... to check for sizes? 


Two systems 


The most efficient PM plan for 
one store is often not at all suitable 
for another store. Generally speak- 
ing, two handling systems prevail; 
the champion of each system de- 
fends his vigorously. One plan uses 
a bone pile, jack pot, slush pile, or 
whatever shoemen dub it; into it 
all PMs are jumped. This pile is 
kept apart from regular stock. 
Ideally, salespeople check it first 
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when taking out pairs to show the 
customer. Unfortunately, it is some- 
times bypassed because the sales- 
man is unfamiliar with what’s 
there, lazy, hurried, or “just can’t 
be bothered.” 

Under the second handling sys- 
tem, PMs are stocked right along 
with regular merchandise, but 
tagged or coded on the box. Pro- 
ponents of this policy say that it 
works for greater efficiency than 
the bone pile plan because the latter 
is often a case of out-of-sight, out- 
of-mind. 


The two systems combined 

A few dealers use parts of both 
systems. Outmoded patterns and 
colors that are PMs go in with reg- 
ular stock when a full size range is 
on hand. When only scattered sizes 
remain, the outmoded patterns and 
colors go into the bone pile. Sales- 
people are alerted to keep check of 
bone pile offerings so that they 
know at all times what sizes and 
patterns are in it. 

Any PM policy has a two-speared 
motive of attack: to move the mer- 
chandise and to provide extra com- 
mission or bonus payment for the 
sales people. Salesmen get any- 
where from 25 cents per pair up 
for moving PMs. This is extra 
gravy for the personnel. Sales of 
the PM means that the retailer 
won’t have to job them out later. 
Amount of the bonus varies. Mid- 
priced chains usually pay their 
salesmen 25 or 50 cents extra com- 
mission for moving a PM pair. Me- 
dium price to upper price fashion 
shops and departments offer 50 
cents for casuals, $1.00 for heeled 
pairs. Often a premium priced pair, 
such as a $35 retailer, may offer a 
PM bonus running to $3.00. 

How are PMs set apart? Some 
dealers use a gummed seal lightly 
affixed to the box. The seal is easily 
jerked off when the pair inside is 
sold and then re-glued on the sales 
ticket. Other stores have a number 
code, an inked mark, a crayon let- 
ter, or other inconspicuous tagging. 
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TOTAL EXPOSURE: 


The modern shopper is an impulse buyer and impulse buyers 
don’t make their purchases where the stock is hidden and service 
is slow. To capitalize on the buying habits of the modern shop- 
per, a retailer must show more of his stock all of the time. 

Too often, shoe outlets have far too much unseen stock and 
unseen stock is unsold because it doesn’t peak the imagination 
of the casual browser or the impulsive shopper. Footwear needs 
exposure to many more shoppers every shopping day. 

The trend to self-selection continues to grow and more shoe 


retailers, most often the chains and department stores, are 


COVER: The fashion shoe salon of the White catering to this trend with total-exposure display 
House Department Store, Kaiser Center, 

Oakland, Colif., features exposure display 

of high-style shoes under an _ indirectly- 

lighted gold leaf dome. 


6 — : LEFT: Approsimotely 174 
; women's shoe styles ore 
displayed on this lighted 
wall display ot Lit Brothers 
a Philadelphia department 
store. Fashion casuols ore 
displayed in the show cases 
at the cashier counter 


BOTTOM LEST: Even the 
men can pick their shoes 
from style-selector units 
like this spotlighted dis- 
play in ao San Francisco 
mens shoe store 


BOTTOM RIGHT: This 
small pre-selector unit at 
Toby's Shoes, Grandview 
Plaza Shopping Center 
Florissant, Mo. offers o 
variety of children's and 
big boys’ shoes and slip- 
pers. 
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The new look inside shoe stores 
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This yellow pegboord with indirect lighting makes a dramatic One step from self-selection is the self-service trend typified by 
total exposure display unit. It is used at the Boston Knapp Shoes the layout in this Crown Self-Service Store, one of a chain based 
factory retail store. in Chicago. 
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ABOVE LEFT: Self-selection ex- 
posure is emphasized in the 
layouts of Thom McAn stores 
like this one in Hialeoh, Fla. 


ABOVE RIGHT: The children’s 
department at Thompson, 
Boland ond Lee, Atlanta, Ga., 
features self-selection wall 
shelves and column displays. 





RIGHT: Every shoe style in 
the Tower of Shoes, Sacra- 
mento, Calif., is on display in 
240 feet of glass showcases. 
The shoes are displayed in 
pairs and ao card with each 
pair lists the sizes available 
and the stock code number. 








WHAT’S IN A SHOE AND HOW TO SELL IT 





The last en» 


Another special point of last 
grading is in the Sole Pattern—the 
simulated shape of the bottom of the 
foot on the last. This, too, adapts 
to a standard system of change 
with each size. The points on the 
Sole Pattern where the measure- 
ment changes occur with each size 
change are toe, ball, shank, sides 
of heel and back of heel. 

The size-grading system on lasts 
pivots around certain model sizes. 
In women’s, fer example, it’s 4B; 
and in men’s, 7B. The sizes, via 
the progressive last measurements, 
are graded up or down from these 
model sizes. However, last-making 
is so precise today that one model 
size isn’t considered enough. So 
several model sizes are used as 
pivot points in the grading. 

For example, 4B starts as the 
women’s model size. There is a 
grading up from this on sizes 414, 
5, and 54%. Then a new model, size 
6B, is established, and again at 
sizes 8 and 10. This prevents the 
size progressions from going out of 
proportion. 


Size-grading systems 

Last-makers are constantly seek- 
ing ways to improve on the fitting 
qualities of shoes and lasts. One 
example is a method called “Pre- 
cision Grading” developed in 
Britain, and based upon many 
thousands of foot-measurement ex- 
aminations. The resultant system 
is one that reduces the “allow- 
ances” in the measurement changes 
between sizes, and at the same time 
makes unnecessary half sizes. 
Sweden, New Zealand, South Af- 
rica and other nations, via foot- 
measurement surveys, have estab- 
lished size-grading systems of 
their own. All of them have a 
single objective: to improve the ac- 
curacy of shoe fit via refinements 
in last measurements. 

An important American develop- 
ment in this respect is the Geomet- 
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ric Last, a relatively recent inno- 
vation that has not yet been in- 
stalled on a commercial scale. This 
system is based upon a proportion- 
ate increase of three per cent in all 
basic measurement sections of the 
last, so that a size 10 men’s shoe 
is the same in all proportions as a 
size 8. This system is designed 
also to permit the use of automated 
machinery in making the shoe. 


The Functional Last 

Still another important Ameri- 
can development is the Functional 
Last, an outgrowth of years of 
creative research at the University 
of Rochester. The design concept 
of this last is a major departure 
in measurement techniques, with 
consequent effects on fit, gait, 
tread, comfort, pronation, etc. This 
is in commercial use, and thus far 
with outstanding results. 

There are different types of 
lasts from a fitting standpoint. For 
example, the Standard Last, which 
uses standard measurements 
throughout. The Combination Last, 
with standard length and ball 
measurements, but narrower than 
standard measurements at waist, 
instep and heel. It’s designed for 
feet with narrower-than-usual 
heels. Such lasts may be size 
marked, for example, C width at 
the ball, A at the heel. Then there 
are the special Orthopedic Lasts, 
with many variations, each of spe- 
cial design to correct, prevent or 
alleviate foot ills. 

But modern last design includes 
even more refined measurements, 
utilizing a variety of measuring 
devices such as templates, size 
sticks, calipers, gauges, etc. For 
example, lasts will get a “stick 
length” measurement, heel to toe 
(this measurement differs in ac- 
cord with heel height). Bottom 
contours are measured. Toe thick- 
ness is determined with calipers; 
heel curve by a template; toe con- 
tour by a special device. 


How is a new last created? 
Where do last styles originate? 

Lasts are never “dreamed up” 
as a whim of design. They adapt 
to important fashion trends—for 
the styled shape of the shoe must 
conform to fashion developments, 
just as the colors must, and the 
materials and patterns of the shoes 

Last styles can originate from 
various sources: the last model- 
maker, who is the “artist” of the 
last business; last salesmen and 
last manufacturers, who are in con- 
stant touch with new fashion de- 
velopments; shoe manufacturers, 
who also are in intimate touch with 
fashion trends, and hence suggest 
last designs to fit to their new lines; 
the shoe retailer, keenly aware of 
consumer shifts in fashion tastes; 
foreign influences, which are closely 
watched everywhere. 

Once an incipient trend is noted, 
lasts are created to fit this trend. 
For example, the trend may sug- 
gest toes that are pointed or oval 
or squared. Now the model-maker 
takes over. He is the true artisan, 
a sculptor of wood. His profession 
combines artistry with meticulous 
skill and craftsmanship. He must 
design not only a work of art but 
a precision, functional product as 
well. This is a task of profound 
skill, considering that there is no 
single straight line on a last and 
all is a matter of countless intri- 
cate contours. 


Making of a last 

Last-making is a custom busi- 
ness. There are no staple or stock 
lasts made up ahead of time. Lasts 
are made only on order. The in- 
creasingly rapid turnover of styles 
makes this a highly challenging 
business—to keep pace with style 
changes, as well as to produce and 
deliver the lasts on time. 

There are three 
basic types of lasts: 

Solid last: a solid block of shaped 


structurally 


Boot and Shoe Recorder 





The last is not only a work of art but a highly precise, functional 
product as well. Its shape must conform to the latest develop- 
ments in style and also assure a good fitting, comfortable shoe. 


wood, but without parts (hinges, 
etce.), used in making slippers or 
sliplasted shoes which can be re- 
moved from the last without injury 
to the shoe. 

Block last: a two-piece last, with 
the instep or “cone” 
able. Used by 
shoemakers. 

Hinge last: the most versatile 
type, most commonly used, and 
adaptable to all shoe constructions. 
The hinge permits the last to be 
shortened by flexing on the hinge, 
so that it can be removed easily 
from the shoe. 


part remov- 
some high-quality 


The parts of a last 


A last is far more than a piece 
of foot-shaped wood. It consists of 
special and additional parts neces- 
sary to the mechanics of factory 
shoemaking. For example, there is 
the top piece (leather or fiber) 
heel, at about ankle 
height, to cushion the pressure of 
hee] nailing and presses. There is 
the hinge in the center, to “break” 
the last so that the shoe can be 
removed. There are the metal 
plates that may cover part or all 
of the last bottom, essential in some 
types of shoemaking. There are 
numerous other technical] parts that 
go into the mechanical makeup of 
a last. 


above the 


Almost all lasts are made from 
maple, a hard wood. Wood must 
come from trees at least 20 years 
old. After the wood is cut into 
rough blocks, the blocks go through 
a kiln-drying process requiring 
from eight to 12 months. This is 
to get moisture content down from 
an original 50-60 per cent to 5-6 
per cent. This prevents shrinkage 
(which can affect shoe size) and 
protects against cracking of the fin- 
ished last. 

A small percentage of lasts, 
rather than being a solid block of 
wood, are laminated “slices” much 
like plywood. 
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A very recent development is the 
plastic last. Many sources have for 
years sought to develop a plastic 
last, without success. Only in 1961 
did the first plastic last become 
available commercially, via Sterling 
Last Corp. This is expected to have 
a revolutionary effect. It means the 
elimination of shrinkage and ex- 
pansion of lasts; less breakage; 
more exacting measurements and 
fit, among numerous other benefits. 

When the rough blocks have been 
sufficiently dried, they’re ready for 
processing into the finished lasts. 
The key mechanical device in mak- 
ing lasts is the last lathe, an in- 
genious machine that trims the 
wood to all the exacting measure- 
ments, and at the same time fash- 
ions the wood so that the myriad 
of contours duplicate the master 
model in every detail. 

The first lathe for turning out 
irregular shapes was invented in 
1815, in Massachusetts, and was 
originally designed for making gun 
stocks and ax handles. Later it was 
adapted for use in the last indus- 
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try. There have since been many 
new and improved last-turning ma- 
chines invented and developed. To- 
day, these machines produce a 
steady outflow of precision lasts. 
On the newer machines, rights and 
lefts can be made simultaneously. 

Every last turned out by the 
lathe is upon the master 
model. The machine is “set” to fol- 
low every contour and dimension 
of the master model—and this is 
translated onto the rough blocks so 
that they come out as duplicates of 
the master model, in the desired 


sizes. 


based 


Toe finished by hand 

Now the last is ready for the ad- 
ditional hand and machine opera- 
tions. The last comes off the lathe 
with a “knob” on the toe. 
of the importance of “toe charac- 
ter” to styling, most last makers 
finish the toe by hand. 

Another important step is the 
heel finishing. The heel curve or 
contour is important not only to the 
styling but to fit. Heel curve is care- 


Secause 


New type of lathe (Donzelli, Italy) for rough-forming production 
lasts for both right and left shoes from a single master model. 
The lathe mechanically "shapes out" the crude wood block to con- 
form to the master model. Photo courtesy United Last Co. 





fully checked with templates or 
profile gauges. Then comes a series 
of finishing operations such as 
sanding, scouring, waxing, etc. 

Lasts take a great deal of abusive 
wear and tear in the factory. 
They're subjected to vibrations, 
pounding, chemicals, heat and a 
variety of other natural but harsh 
treatments going through the many 
shoemaking operations. As a re- 
sult, there is an unavoidable amount 
of last breakage, despite efforts of 
last makers and shoe manufactur- 
ers to devise methods of reducing 
this. Nevertheless the average 
“life” of a last is between 150,000 
and 200,000 pairs of shoes—a 
healthy longevity considering all 
the circumstances. 


History of lasts 

The last has been one of the basic 
tools of shoemaking for many cen- 
turies. Up until only about little 
more than a century ago the shap- 
ing of a last was a hand-whittling 
operation. Each customer of the 
custom shoemaking had his own 
last in the shop with name attached. 

Right up to the Civil War, one 
last was used for both feet. There 
were no rights and lefts. The 
“straight” lasts resulted in a 
“straight” shoe that could be worn 
on either foot, though the breaking- 
in process was an obviously wincing 
experience. During the Civil War, 
rights and lefts were introduced. 
The soldiers found this such an im- 
provement that after the war they 
demanded the same in their civilian 
footwear. 

In 1880 another’ important 
break-through came—the switch 
from full sizes to half sizes, along 
with a gradual increase over the 
limited three widths formerly 
available. It’s interesting to note 
that this extensive selection of sizes 
and widths arrived in America 
three-quarters of a century ago. 
Yet in most countries throughout 
the world today, including those of 
Western Europe, the great majority 
of shoes are still sold on only one 
width, and a large share are avail- 
able only on full sizes. 

The next significant big change 
in lasts came with the introduction 
of “fashion” in footwear. Up to 
World War I, shoes were fairly 
staple in style. One kind of last 
was needed for the high boots worn 
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in fall and winter, and another last 
for the low-cut shoes worn in spring 
and summer. 

The “styling revolution” occurred 
immediately after World War I with 
the introduction of “novelty” shoes. 
Soon “fashion” shoes outnumbered 
staple types. And ever since, neither 
the last industry nor the shoe in- 
dustry has been able to rest in its 
efforts to keep pace with the con- 
stant influx of new styles in foot- 
wear. 


Genuinely scientific 

Today’s last-making industry has 
achieved a genuinely _ scientific 
status. We have seen some of the 
complex demands for precision en- 
gineering intermixed with sheer 
artistry and the minute tolerances 
of the many measurements _in- 
volved. Added to this is an ingeni- 
ous array of modern mechanization 
to mass-produce the lasts required, 
and the ceaseless research to fur- 
ther improve upon last-making ma- 
terials. 

Shoemen can now better appre- 
ciate the complex science required 
to assure a shoe of good fit under 
the dual conditions of the static 
foot and functional foot. Add to 
this the further complications of 
incorporating “‘style’’ into the last. 
What has been achieved is some- 
thing truly remarkable in precision 
engineering that deserves a mass 
tribute from shoemen and public 
alike. 


Merchandising the last 


One of the most effective selling 
tools a shoe store can use is an 


actual wood last—or perhaps a se- 
lection of several. Not that you 
“sell” the last. But you can use it 
as a graphic demonstration in show- 
ing how and why a good last con- 
tributes to a lot of shoe-benefit fea- 
tures in which the customer is very 
interested. Here are some of the 
important features, all related to 
the last, which can be merchandised 
to the customer to add sell-appeal 
to the shoe itself. 

Fit: Two things determine shoe 
fit: the size and the shape of the 
shoe. Both of these come from the 
last. It should be brought out that 
lasts are measured in fine toler- 
ances—in 8ths, 16ths and 32nds of 
an inch. This is precision engineer- 


ing that assures that last shape 
(that is, shoe shape) conforms to 
foot shape; and and, also, that 
foot size and shoe size are perfectly 
mated. In short, size is much more 
than a marking inside the shoe but 
is the result of a complex procedure 
of engineering design in the last. 

Foot balance: How the foot is 
“balanced” inside the shoe — and 
how the weight is distributed 
throughout the shoe—is determined 
by the last via such factors as 
tread, toe spring, heel pitch, etc. 
Proper foot balance is essential to 
proper walking and posture. The 
foot is the foundation of the body 
in standing and walking. And the 
last, translated into the shoe, is 
important to sound 
foundation. 

Comfort: When last shape and 
foot shape are in conformity, there 
is every chance of maximum foot 
comfort. A good last is designed to 
achieve this result. 

Shoe retention: A 
made shoe over a well-made last, 


assuring a 


shape well- 
properly fitted, provides the great- 
est assurance that the shoe will re- 
tain its shape with wear. How a 
shoe wears, in terms of shape re- 
tention, is very strongly influenced 
by the precision engineering that 
goes into the last. 

Heel curve: The back contour or 
profile of the counter is very impor- 
tant to proper fit of the shoe at the 
heel. A shoe that bites into the 
Achilles above the heel 
(“pump bumps”) is often caused 
lacking precision heel 
curve. You can demonstrate heel 
curve on a last, explain it, show 
how a good last takes heel curve 
into account to assure heel fit and 
heel comfort. 


tendon 


by a last 


Toe volume: The proper length 
and width of the shoe are obvious 
points of good fit. But another point, 
rarely cited, is toe volume—the area 
across the toes, between sole and 
upper. On a good last this is a 
measured area, The right amount 
of toe volume makes for comfort- 
able walking, precise fit, and reten- 
tion of good looks in the shoe. 

Style: The inherent fashion char- 
acter of every shoe stems from the 
last. A large share of what we 
know as “shoe style” 
shape. Distinctive shape translates 
into distinctive style character. A 
good last delivers this. 
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Every customer goes away happy — and well 
fitted when you have a FITMASTER. It 
helps your salesmen make sure that all the 
comfort and appearance points are correct 
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FITMASTER 


FITMASTER provides the shoe re- 
pair shop with extra sales power, 
extra customer satisfaction 


makes women’s shoes fit like new! 


FITMASTER is an ingenious and inexpensive machine that will let you make shoes 
look better, feel better and fit better. @ FITMASTER corrects minor fitting problems on 
women’s shoes in a matter of seconds... by applying carefully controlled heat and 
pressure to the upper around the foot opening. This eliminates gapping, smooths linings, 
fits heel and counter snugly and will shorten foot opening up to *,” if necessary. It will 
also take care of minor stretching to relieve pressure points, particularly at the vamp 
throat. @ FITMASTER machines make it possible to do this kind of custom fitting of new 
or repaired shoes easily and quickly. You can now give every customer more comfort, 
smarter appearance ... and build more satisfaction and repeat business for your store 
or shoe repair shop. @ Make FITMASTER your partner for more sales right now. It is 
attractively designed and compact. Call or write before another sale is lost. 


UNITED SHOE REPAIRING MACHINE CO., BOSTON 10, MASS. 





for ‘round-the-clock duty 
and ‘round-the-calendar SALES! 


e HAND-SEWN VAMP 


styled with bar strat 


552 BROWN 
572 BLACK 
AAAA to ( 


AAA 


$4.85 


21552 — BROWN 
21572 — BLACK 
AAAA to C 


$4.85 


AS: “4 
oo- CAfereceoeset 
' i A smart, super-lite, tapered-toe slip-on in soft, mellow-rich 


a : leathers, handsome hand-sewn vamp. Snug heel fit. Soft foam rubber 


#2552 — BROWN (with tassel tie) backing on sock lining. All the slim, trim smartness of 
AAA to C $5.10 today’s top styling —- PLUS — the special craftsmanship that you 
get ina Sebago-Moc 
IN-STOCK 
Vv e 
ee AND... at this LOW, LOW PRICE... 


A VALUE UNMATCHED IN THE SHOE BUSINESS! 


Order from 


SEBAGO-MOC COMPANY Westbrook, Maine 


New York Office. 534 Marbridge Bldg. 


In Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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Shoe fitting begins with measuring the feet, but 
measuring the feet doesn’t necessarily insure properly 


fitted shoes. 


The measuring device tells the salesman where to 
begin. Once he knows the approximate size of the 
shoe the customer needs, he must use his fitting skill 
to determine which is the proper shape of shoe. 


12 fitting devices 
and how to use them 


What help can you get from the measuring device? 
There are many types of devices and the way they 


help and the amount of assistance they can give you 


their use. 


Ritz-Stick: A wooden rule for length and width 


The wooden Ritz-Stick is used to de- 
termine both toe-to-heel length and 
width for adults and children. 

After seating the customer, place 
his foot so the heel is against the sta- 
tionary heel-stop. 

Move the slide until it touches the 
large toe. Push the toe flat to the 
rule and then release the foot and 
read the length measurement. 

To measure width, place the foot 
across the stick so that the slide is on 
the outside and the ball joint is cen- 
tered in the width of the stick. 

If the foot is thin, press the slide 
gently against the foot. Press the 


slide firmly to a thick, firm foot. Re- 
lease the foot and read the measure- 
ment from the width scale. Turn to 
the scale on the back of the stick, 
find the column with the proper 
length measurement, locate the width 
measurement in that column and fol- 
low it out to the letter width. 

The Ritz-Stick is calibrated for 
standard size and custom size. 

The custom size is to be used for 
receding narrow-toe or medium-toe 
shoes and the standard size for chil- 
dren’s and adults’ foot-form or plain 
square-toe shoes. 

King Bee Manufacturing Co., 


Brannock Device: Three measurements toward a correct fit 


The light aluminum Brannock De- 
vice—there are adult, women’s, grow- 
ing girls’ and junior models—is de- 


signed to provide the three vital mea- 
surements — toe-to-heel, _ ball-to-heel 
and width—in relation to each other 
and at the same time. 

The customer should be seated when 
you measure his or her feet with the 
Brannock Device. Place the foot on 
the device so that it is at a right angle 
with the leg. 

Seat the heel of the foot firmly 
against the proper heel cup. 

Move the ball-to-heel length indi- 
cator to the ball joint of the foot and 
the pointer will indicate arch length. 

Press down the toes so that they 
lie flat on the device and read straight 
down over the ends of the toes for toe 


The Fairgate Rule is for toe-to-heel length 


The Fairgate Foot Measuring Rule, 
made of aluminum with plastic heel- 
stop and toe-measurement clasps, was 
designed for toe-to-heel measurements 
only. There is no provision on it for 
any width measurements. 

This rule is calibrated for both 
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adults’ and children’s sizes and should 
be used with the customer seated. The 
calibrations take in the average 
spread of the weight-bearing foot so 
full weight should never be on the de- 
vice when you take a measurement. 
Place the customer’s heel against 


varies accordingly to their design. On this and the 
next two pages, you will find descriptions of 12 differ- 
ent foot or shoe measuring devices and directions on 


2600 Washington Blvd., Bellwood, 
Ill, $2.88. 


length (toe-to-heel). 

Compare arch and toe length and 
fit the longer of the two sizes. 

For width, push the width bar 
firmly to the foot, find the length size 
line on the width bar and note the 
width area this line touches. If it 
touches between width marks, pick 
the wider size for a fieshy foot and 
the narrower size for a thin foot. 

Reverse the device and measure the 
other foot. 

Brannock Device Co., 509 E. 
Fayette St., Syracuse, N. Y., 
single-unit model, $15, double- 
unit model for measuring both 
feet at one time, $35. 


the stationary clasp and then slide the 
forward clasp down to the tip of the 
large toe. Read the toe-to-heel size on 
the rule at the outside of the move- 
able clasp. 
The Fairgate Rule Co., Cold 
Spring, N. Y., $8.50. 
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Check grow room with a Visumeter 


The Visumeter can be used as a 
measuring device, but it was designed 
to check shoe length and grow-room 


NS, 


If you want to show the grow-room 

; a foot bearing weight, turn the de- 

rather than to measure feet. on its side and touch it to the in- 
Unlock the device by turning the berder of the foot. Again, use 


Mez-R-Ite is for children’s feet 


Mez-R-Ite, a device which, in ap- 
pearance, resembles a bathroom scale 
with handle bars, was designed to 
measure children’s feet and, in the 
measurement, to make allowance for 
grow room. 

The base of the instrument, which 
contains all of the measuring equip- 
ment, has an aluminum top-surface 
and mahogany sides. The dial hous- 
ing which shows the three sizes fea- 
tured in this device also serves to 
align the child’s feet for proper mea- 
surement. 

Have the child step onto the base 
in stocking feet. Place the heels of 
the customer’s feet firmly into the 
heel cups and align the feet with the 
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The non-breakable, black plastic 
Dr. Scholl’s Pedo-Graph not only pro- 
vides a size check, but also shows 


This is a footprint method of mea- 
suring feet and, at the same time, 
showing the customer and the fitter 


room when the foot isn’t bear- 
t and 1 to 1% sizes when 
bearing weight. 

The numbered scale on the slotted 
part of the instrument shows shoe 
size and the notches above and below 
the name Visumeter can be used to 
determine heel-to-ball fit. Sight and 
compare where the ball of the shoe 
and the ball of the foot strike the 
device. 

The Ludwig Co., 5845 Hamil 
ton Ave., Cincinnati, O., $12.50. 


indicates the amount of grow room 
the child will have inside of the shoes. 
Del Pesco Systems, Inc., Daniel- 
son, Conn., $79.50. 


is different and to determine whether 
or not a special fitting is necessary. 
The Scholl Mfg. Co., Ine., 211- 
218 W. Schiller St., Chicago, IIL, 
Pedo-Graph with ink, $20, 1000 
Pedo-Graph sheets without dealer 
imprints, $4. 


Dr. Scholl's Shoe Size Detector is 
a spring-operated, nickel-plated de 
vice for determining the size of a 
shoe. 

Place the device in the shoe, release 
the catch and the device will automati- 
cally lengthen to give an accurate 
measurement of the shoe length. $3. 


Dr. Scholl’s Wide Style Foot Mea- 
sure is operated the same as the Ritz- 
Stick. In addition it is calibrated for 
hose size. $2.75. 
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‘Correct’ Fitter does the job without moving parts 


The unbreakable plastic “Correct” 
Fitter is designed to show toe-to-heel 
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Weil-O-Matic: It’s automatic 


The Weil-O-Matic is a completely 
automatic self-service foot measu7e- 
ment device. It is designed to show- 
toe-to-heel length for shoe size and 
hose size. 

The device looks like a bathroom 
scale. The customer—it measures 
from infants’ size 4 to men’s size 15 
—places a foot in the heel cup and 
the pressure of the foot releases the 
toe slide which moves to the tip of 
the big toe. The shoe size and hose 
size both appear on a magnified scale 
so the customer can read them while 


Measurements on a pan 


length, ball-to-heel length and width, 
but all three measurements are taken 
without the need for moving parts. 

The calibrated scales for all of the 
measurements are printed on the face 
of the device and plastic laminated so 
the printing doesn’t wear off. In 
two devices, the inventor has com- 
bined men’s, women’s, youths’, misses’ 
and children’s sizes and has shown 
size overlaps between different last 
categories. 

To use it, place the foot firmly 
against the heel cup and the ball of 
the foot on the appropriate (right or 
left) guide line. Now, measure toe 
length straight down over the end of 


standing. 

The customer must always stand to 
get the correct measurement. 

The toe slide which moves mechani- 
cally has been designed to stop at the 
least obstruction and will not hurt 
the toes. 

A recessed knob on the device al- 
lows the retailer to adjust the mea- 
surement dial if constant use causes 
it to move off of true measurements— 
like a bathroom scale. 

Weil-O-Matic, Inc., P.O. Box 

266, Renton, Wash., $59.50. 


The Mayer device is actually a 
metal pan with two sides. These sides 
are used as guides for the heel and 
the inside edge of the right foot when 
measuring the customer. 

This is a work shoe pan and in or- 
der to fit dress oxfords, you add a 
half size to length and a full size to 
width. 

Place the customer’s right foot in 
the pan with the heel tight against 
the heel rest and the inside of the foot 
tight against the side of the pan. 
Read the toe-to-heel length straight 


Another pan, but for adults only 


The Sterling Worth Shoe Size Pan 
is for measuring adult sizes. It is 
constructed like the Mayer device but 
has a smaller range of length sizes 
and a wider span of width measure- 
ments. 

The manufacturer of this metal 
pan suggests that if the customer’s 
shoes are comfortable and you can 
read the size from inside them, you 
may forget measuring the foot. 

To use the pan, seat the customer 
and remove the right shoe. Place the 
right side of the right foot against 
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the left hand guide and the heel 
snugly against the bottom guide. 

Read the length at the end of the 
large toe and width at the widest part 
of the foot. 

To measure a woman’s foot, follow 
the same procedure, but add a full 
size to the length and subtract a full 
size in the width. 

Width measurements on this device 
span the range from AAAA to 
EEEE. 

Sterling Worth Co., 225 N. 

Green St., Chicago, Ill. 


FITTING DEVICES 





the large toe. 

For men, women and misses, mea- 
sure the width where the widest part 
of the foot strikes the vertical width 
lines. Read the width from the diag- 
onally-placed letters between the ver- 
tical lines. 

For boys up to size 6, girls up to 
size 4 and children, read width from 
the lower horizontally-placed letters. 

Measure ball-to-heel size by finding 
the horizontal broken line which hits 
the center of the ball of the foot. 

Lafayette “Correct” Fitter Co., 

84 Light St., Baltimore, Md., de- 

luxe stand-type base, $25, flat 

base, $15. 


down over the large toe. 

Find where the widest part of the 
foot strikes the width scale and read 
width to the closest vertical line be- 
yond the foot. 

This pan is calibrated for measur- 
ing shoes from children’s size 7% to 
men’s size 14%. The width calibra- 
tions are from A to EE. 

This manufacturer suggests that 
the size reading be checked with the 
shoe the customer is wearing. 

Mayer Manufacturing Corp., 

31386 W. Sist St., Chicago, Jl. 
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/ basic policies 


for crime protection 


Crime is increasing. Dishonest employees alone 
steal an average of $4 million from their employers 
every working day. And, for this loss, only a small 
percentage of retail stores carry insurance coverage. 

As a retailer, you have seven basic forms of crim- 
inal loss insurance from which to choose. They are: 


@ Burglary of steck—To collect on this insurance 
there must be evidence of forcible entry by means 
of tools, chemicals or electricity. A co-insurance 
clause sets the insurance level at 40, 50, 60 or 80 
per cent of merchandise value, depending on the lo- 
cation of your store. However, if you are insured 
for at least $4,500, you can disregard the co-insur- 
ance. 

A theft endorsement, which increases the premium 
75 per cent and makes an annual physical inventory 
mandatory, removes the break-in evidence require- 
ment. 

A forcible exit endorsement, which few retailers 
purchase because it costs 20 per cent of the final 
premium and because it isn’t needed where theft in- 
surance is carried, covers cases where the thief hides 
on the premises and breaks out with stolen merchan- 
dise after the store closes. 

With a premium increase of 10 per cent you can 
get burglary or theft coverage extended to include 
losses during a fire in the building. 

Dealers who know that replacements for losses can 
not be made as quickly as they need them, will be 
interested in loss adjustments based on net selling 
price. A 25 per cent surcharge adds this coverage 
to the policy. 


@ Safe burglary insurance—This coverage is a 
must for every retailer. But again, there must be 
evidence of a break-in—other than the manipula- 
tion of the combination lock. Depending on your 
location, rates for this insurance will range from 
$5 to $24.75 per $1,000. Include all of your safes 
for the damage coverage even though they contain 
no money. The damage to the safes and premises in 
some cases is greater than the money loss. 


@ Robbery insurance—This may be limited cover- 
age, but you shouldn’t be without it. Losses by rob- 
bery have doubled in the last few years and they 
continue to rise. 

Because shoe stores are target risks, inside-prem- 
ises protection costs about twice that paid by the 
average retailer. Credits, however, are allowed for 
guards and alarm systems. 

Payrolls are insured separately at a lower rate. 

In this coverage, robbery is defined as the forcible 
and felonious taking of property by violence or 
threat of violence. It also covers the stealing of mer- 
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chandise from a broken store window during busi- 
ness hours and kidnapping—forcing the retailer or 
an employee to return to open the store after busi- 
ness hours. 

If you are in the habit of taking store money home, 
$5 per $1,000 will provide for coverage of that money 
in your home. 


@ Fidelity bonds—Less than 10 per cent of the 
retailers with fewer than five employees buy this 
coverage, although it is to their advantage to have it. 

Fidelity bonds are usually on an individual name 
or position basis. On a position form, be sure to 
insert the number of all employees filling the posi- 
tion. If there are two employees in a position and 
the bond indicates only one, only half of the claim 
will be paid. On name basis contracts, be certain 
replacements are added to the bond. 

If you have five or more employees, you are en- 
titled to one of two forms of blanket coverage with- 
out listing names or positions. These forms are the 
blanket position form, which covers each and every 
employee with the full amount of the bond, and the 
primary commercial bond, which is an aggregate 
form—the bond is the limit of the protection regard- 
less of the number of employees involved in the loss. 


ee See 


eK re ae 
a 


Set ate 


- « IY "< 
. iA LAX 
Ge 


@ Counterfeit paper currency and money orders 
insurance—There appears to be a great demand for 
this insurance but little need for the protection. The 
exposure to loss from the acceptance of counterfeit 
bills or money orders is limited in frequency of oc- 
currence and in the amount involved. 


@ Depositors’ Check Forgery bond—The bank is 
usually responsible for payments made on receipt 
of a forged or altered check or other promise-to-pay 
instrument. If you review your cancelled checks 
when you get them and use care in preparing checks, 
there is little need for this insurance. Few retailers 
have it. 


@ Commercial check forgery insurance—If you 
are careful about taking checks in payment for mer- 
chandise, there is no need for this insurance. The 
rates are excessive and the insurance company only 
pays the part of each loss above a specified mini- 
mum. 
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your next six customers 
will prove it! 


If you follow the business news of the day you will notice that the American public is 


developing an increasing desire for quality « No longer is price the most important factor. 


And this particularly applies to the money spent by parents for their children’s shoes « 


You can prove it to yourself in the next six sales you make to your customers. Offer 
quality FIRST—pull Pro-tek-tiv shoes. Talk about the fit and quality features 
(Pro-tek-tiv has them all) and you’ll find that your customers will be satisfied 

to step into Pro-tek-tivs because it means a step up to quality— 








and you also step up your sales and profits. 


Pro-tek-tiv.. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 


—. 


— in HEEL 

. to help 
keep pong ARE from 
turning in. 


TING AID... . to 
help hold the heel 





in normal position. 


EXTRA HEEL FIT- 





LOWER OUTSIDE 
QUARTERS .. . no 
gap at the sides— 
no slip at the heel. 





RIGHT AND LEFT 
HEELS . . 


. help 
give added support 
to inner side of foot. 





DIFFERENT ARCH- 
WHEEL HEIGHTS... 
changed twice in 
each size range. 





#3921—Black 
#9921—Red 
#5921—Brown 
#8921—Blue 


Write for new catalog. 


BREAK-IN DIMPLES 
. . provide natural 
rest for the foot. 





FREQUENT LAST 
CHANGES . . . twice 
in each size range. 
Other brands change 
only once. 
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Availgble on a variety of lasts with various 

heel heights and shapes. They're Godman- 

crafted for PURRfect fit; PURRfect style- 
~~ appeal. Priced to sell at 


‘ $8.95 to $11.95 


AT THE MOST POPULAR PRICES 
To corral the biggest market 
FAMOUS IN-STOCK SERVICE 
QUALITY CONSTRUCTION 

Top materials, American know-how 
BETTER MARK-UPS 

Get that good grazin’ green look 
in your cash register. 











For the gal who wants to kick-up her heels. . 
Forward-looking styles at fine, old prices. Great Lines oj 


$4.95 to $7.95 
odman shoe co. 


COLUMBUS, OHIO 


NEW YORK OFFICE 
646 Merbridge Buliding - 34th and Broadway 











Suburbanites like 
a lounge type store 


When Jim Warren opened his Warren’s Bootery, 
Inc., last year in Tinley Park Shopping Center, Tinley 
Park, Ill, he expected to do about $50,000 the first 
year. Instead he did nearer $85,000. He lays his suc- 
cess to a lounge type store and simple, open displays. 
He says this is what suburbanites want. 


A Japanese curtain leads to the stockroom in the rear. The mirrors 
on both sides of the door add depth to the store. 

The store measures 30 by 85 ft. Walls are finished 
in aqua and ceilings are white. Inside the front en- 
trance there is a ceramic fountain with running water. 
The interior is given an illusion of depth by two 
mirrors flanking a Japanese curtain that leads to the 
stockroom. 

The main displays are on three Japanese-style tables 
along the east wall. Women’s styles are on “snack” 
tables in the center and on a wrought iron rolling 
cart at the front of the store. There is no window 
display. The display fixtures are black and white with 
brass trim. Fitting chairs are padded with gray up- 
holstery. 

Handbags have been an unexpected source of in- 
come. The store keeps a 400-bag stock from which it 
sells 50 to 75 bags a week. This is about 15 per cent 
of the store’s income. The bags sell for $3.49 to $6.95. 

Mr. Warren is a graduate of Dr. Scholl’s course in 
orthopedic fitting. He insists on good fitting by his 
four sales employees. This brings him repeat business. 

Word of mouth is his best advertising. He says, 
“After a customer makes a purchase, I accompany 
him to the door and say, ‘Tell your neighbors about 
us.’ A lot of new faces come in here on the strength 
of that.” 


Boots and mocs get billing in western shop 
The Family Western Wear Store, first all-western 
shop in Colorado Springs, Colo., devotes one-sixth of 
its 4,500 sq. ft. to a boot and moccasin department. 
The display units are bark-covered pine slabs, with 
western brands burned into corners of the racks. 
Owners Eugene Topper and Harris Pellish carry 
boots for working cowboys as well as dude ranchers. 
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The cushion insole makes 
walkin’ so much fun, a man 
might just as well give up 
his horse. Here is a line 
with great sales appeal. 


PP 


; They're value-packed 
with fast-drawing styles. 
4 


$3.95 and $4.95 


$9.95 and $10.95 


Great Lines of Footwear 
e odman shoe co. 


COLUMBUS, OHIO 
NEW YORK OFFICE 
646 Mereridge Buiaing - 34th and Broadway 











NEW PRODUCTS 





New insert material 


=) 


New insert material called No. 
350 Fiberheet is recommended for 
firm counters made of thermoplas- 
tic treated fiber which is cut in di- 
rection of arrows on the reverse 
side, then cemented to the back of 
counter pocket in the stitching 
room. Can also be inserted at the 
molding machine as a free floating 
insert counter and can be used on 
leather or imitation counter mate- 
rial. 

Counter pocket is stitched to shoe 
in usual manner and pre-molded 
in the Lauretti or OMIC Pre-mold- 
ing machine. Thermoplastic ad- 
heres to inside of shoe, making the 
counter pocket a single unit. Firm 
counter is formed after cooling. 
Available in sheet form and can be 
needed, thus eliminating 
need for large inventories of vari- 
ous sizes of fiber counters. 
SOURCE: Harvard Coated Prod- 
ucts Co., Inc., Roxbury, Mass. 


cut as 


Pulling and lasting machine 

Combined operations of pulling 
over, toe lasting and forepart last- 
ing are performed by this new 
United Pulling and Lasting Ma- 
chine—-Model A. Compact, of single 
station design and air powered, the 
machine is designed primarily to 
operate on unlined or combined 
line shoes of flattie or loafer type 
14/8 heel height. 

Machine may be operated auto- 
matically or stopped at three pro- 
gressive stages for manual reposi- 
tioning on upper or release of shoe. 
Upper is properly tensioned in ball 


under 
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area during lasting cycle by ball 
pincers which prepare it for sub- 
sequent shank lasting. For extreme 
pointed toe work, trimming knife 
is positioned between wiper butting 
points to trim off excess lasted- 
over margin as wipers move over 
last bottom. This eliminates dam- 
age and provides smoother, flatter 
toe section for sanding or scouring. 
Can handle over 1,000 pairs a day. 
SOURCE: United Shoe Machinery 
Corp., Boston. 


Modern captain's chair 


This new chair, No. 3010, is de- 
sciived as a modern version of the 
famous captain's chair. The frame, 
in solid walnut or rock maple, is 
available in a variety of wood fin- 
ishes. Model 3010 has an uphol- 
stered back rest. The seat is re- 
movable for easy recovering. Chair 
legs are fitted with solid brass tips 
that enchance the appearance and 
provide maximum strength. Up- 
holstery can be specified in leather, 
vinyl or fabrics. SOURCE: Chair- 
masters, Inc., 200 East 146th St., 
New York 51, N. Y. 


Sole-attaching cements 
Special formulations of sole-at- 
taching cements now available as 
addition to P&S line enables shoe 
manufacturer to choose tailor-made 


adhesive for the job, regardless of 
materials to be bonded or produc- 
tion methods. Manufacturer also 
has group of items 
meet manufacturer 
for various coatings, toners, condi- 
tioners and finishes. Latter range 
from special formulations for treat- 
ment of uppers to clear gloss, easy- 
to-clean protective coatings for 
maintaining equipment 
shoe racks. SOURCE: 
Chemical 


designed to 
requirements 


such as 
Pierce & 
Bu ffalo, 


Stevens Corp., 


N.Y. 


New shoe tapes 

Strong top line tape offers mini- 
mum of stretch to go around the 
entire top line and hold tightest 
possible lines in shoe. Tape is rec- 
ommended on both French corded 
and turned shoes 

Company also featuring new tape 
with high 
stretch to eliminate cracking at tip 
of the vamp on all leather shoes. 
Tape is so thin it assures no shad- 
leather. 

Saco, 


strength and without 


through the 
Alle d Tape (a 


owing 
SOURCE 
Me. 


Veneer stacked heels 


These new veneer plywood 
stacked heels offer great strength 
and a wide range of styling with 
unusual versatility. Easy work- 
ability cuts production time, con- 
tributes a new profit potential. 
SOURCE: Wilner Wood Prods. Co., 


Norway, Me. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Active fall shaping up 

Fall prospects improve daily with the weather and 
the “bottoming out” process. This may not be too 
evident at regiona! shoe shows as buyers have main- 
tained “wait and see” attitude but it’s more evident 
on depleted retail store shelves. Better-than-expected 
Easter business in many major areas plus continued 
retail activity during April has lightened inventories 
appreciably, particularly in volume shoe operations. 
Majority of retailers are in comfortable “open-to- 
buy” position for fall. 


Despite this, advance fall buying hasn't yet moved 
at hoped-for pace. Show results have been plentiful 
in promises but careful in actual writing of busi- 
ness. Buyers have readily admitted increased budget 
plans for new season but these haven’t yet been 
translated into usual volume of orders. Why the 
delay puzzles manufacturers, who find their accounts 
currently talking more optimism than for last six 
months or more. 


Style confusion 


One big reason for delay is confusion about the new 
style trends. Although the triple needle remains 
the top seller, no one is quite certain how strong 
the new squared-off and crescent oval toes will prove. 
Latter have already figured in buying plans but 
loom more importantly for fall. Large retail outlets 
are planning to give them more prominent play but 
question still remains on how much of budget should 
be allotted them. Some buyers are talking two-third 
needles and one-third divided among squared and 
oval toes. Decisions still to be made have slowed 
firm orders. 


Accent on “fluid inventories”’ 


But there's another strong reason for lack of advance 
buying zip. It spells out to “fluid inventories.” 
Chains, department stores and independents are 
swinging to the concept of buying more frequently 
and in smaller lots. Idea isn’t new, as such, but 
practice on a large scale is new to volume firms. 
These have largely held in past to big initial sea- 
sonal buying splashes, averaging close to 60 per cent 
of total buy. Change in approach may soon find big 
splash orders a thing of the past. 


Why the change? Fast-changing styles, not only 
from season to season but during the same season, 
are part of the answer. As competition sharpens on 
retail front, especially with growing influence of 
discount departments, traditional outlets are looking 
for ways to enhance their appeal to consumer, out- 
distance the discounters. More flexibility in style 
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offerings is being stressed, quick changeovers when 
need be. Also, constantly fresher stock, moving out 
and being replaced at frequent intervals. 


Independents have held this advantage of flexibility 
through “fluid inventories” till now but will find 
chains and department stores growing more competi- 
tive in this area. Latter will be buying more often 
but in smaller quantities as they emphasize the 
trend. It will put more of a burden on both make-up 
and branded manufacturers but it will soon become 
the norm. This doesn’t mean that over-all seasonal 
volume will be any smaller—fact is that constantly 
fresh supply of latest styles will increase total sea- 
sonal buys. It will be good for volume distributors, 
and manufacturers will have to make the adjust- 
ment. 


Buying pattern changing 

This could change entire buying pattern throughout 
industry. Much depends upon present buying set-ups 
of large outlets. Department stores with own shoe 
departments work either through their buyers or 
resident buyers. Some of the larger department store 
chains buy from central shoe buying offices, gener- 
ally located in New York. Both set-ups have been 
moving toward more decentralization, stressing judg- 
ment of local buyer. This fits in well with move to- 
ward flexibility. 


Volume chains, particularly the big style houses, 
have been following 60-40 buying plan—60 per cent 
initial buy, 40 per cent follow-up, spread over longer 
period—but this is reversing. It may resolve itself 
into 40 per cent or less initial buy with remainder 
at regular intervals. Over the long run, the concept 
of seasonal buying may fade as buyers plan pur- 
chases on a monthly basis rather than start of sea- 
son and fill-ins. Latter system results in too many 
costly markdowns which more flexibility in stocks 
could help de-emphasize. 


Production estimates on upgrade 

There hasn’t been too much said about it lately but 
“unofficial” estimates of 1961 shoe production are 
being quietly revised upwards. Early year prognos- 
tications, outside of hopeful 640 million pairs 
projected by NSMA, were on the low side. Commerce 
Department has held to 620 million pairs. But un- 
expected strength in both retail sales and factory 
production over first four months plus outlook for 
active fall has given situation a rosier glow. One 
outside source now predicts turnabout for the better, 
estimates 1961 output at 625 million pairs, about five 
per cent over last year. 





RETAIL NEWS 





How Steve's capitalizes on brand names 


The ‘Brand Name Retailer-of-the-Year’’ has built a reputa- 
tion in Kansas City by insisting on perfect fit and concentrat- 
ing on manufacturers’ advertised brands. Four per cent of 


gross goes into promotion. 


By ELSIE WRIGHT 


Steve’s Shoes, Inc., of Kansas 
City, Mo., was an obvious choice 
for “Brand Name Retailer-of-the- 
Year” honors among shoe stores. 

Steve J. Yeager, president of 
the seven-store company, is a 
leading champion of manufactur- 
ers’ advertised brands. A strong 
belief in their importance has been 
the cornerstone of his merchan- 
dising policies during 23 years of 
selling children’s shoes. 

“Brand names,” Yeager said re- 
cently, “are the police force of 
the shoe industry. With a reputa- 
tion for uniform quality and work- 
manship and an accepted retail 
price, brand-name shoes have 
qualities important to successful 
retailing.” Yeager has practiced 
this belief with notable success, 
culminating in the recent award. 
It will be presented May 4 by the 
Brand Names Foundation, Inc., 
at a dinner in New York. 


Keys to success— There are 
three basic reasons for the out- 
standing results produced by 
Steve’s advertising and sales pro- 
motion program: 

© It has gradually built up an 
image of a Steve’s store as a place 
where perfection in fitting is a 
daily reality supported by ethical] 
business practices, and where 
nothing is sold but brand-name 
merchandise. 

® It has consistently reminded 
both potential and regular cus- 
tomers that shoes with reputable 
trade names are made to fit, and 
that every member of the sales 
staff in every Steve’s store knows 
how to fit growing feet. 

© It has utilized opportunities 
for special promotions and manu- 
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facturers’ tie-ins whenever they 
have occurred, and has made com- 
prehensive use of radio, television 
and newspaper advertising both 
to sell shoes and to maintain the 
firm’s image. 


TV pays off—Sponsoring a local 
television program called “Romper 
Room” for pre-school children 
has proved effective both for in- 
stitutional advertising and as a 
merchandising device. With the 
theme of “The Old Woman in the 
Shoe,” the 
giant figure of a shoe with a cut- 
out door. Behind the door is a 
turntable for displaying shoes. As 
different styles come into view, 
the children in the audience are 
asked to vote for the shoes they 
like best. 

Yeager says this gives the very 
young child who is just beginning 
to become style-conscious a chance 
to identify with the 
sponsor, and it lays the ground- 


program features a 


personally 


work for the sales message. 


STEVE J. YEAGER 


. nothing but name brands 


Children learn brands—Because 
of the age of the audience, no 
conventional commercials are 
used. Instead the master-of-cere- 
monies chats with the small-fry 
about emphasizing brand 
names and correct fitting. 


shoes, 


Since “Romper Room” is tele- 
vised three days a week, it offers 
continuity for teaching young- 
sters to recognize the brand names 
of the shoes they like and to ap- 
preciate foot health. Originating 
in Kansas City, the program can 
be seen throughout the area where 
the company’s stores are located. 

Steve's has two units in Kansas 
City, at the Country Club and 
srookside Plazas, four in Greater 
Kansas City shopping centers at 
Prairie Village, Blue Ridge Mall, 
Antioch and Ranch Mart, and one 
in St. Joseph, Mo., about 40 miles 
north of Kansas City. 


Radio for special promotions— 
The centralized locations of the 
stores increase the effectiveness 
of radio advertising and permit 
the adaptation of announcements 
to the needs of the different stores. 

“We use radio chiefly to pub- 
licize the special promotions that 
may be going on in all or any of 
the stores,” Yeager says. “If 
there’s a sale, a seasonal promo- 
tion or a tie-in with a manufac- 
turer, we use radio spot announce- 
ments on several successive days 
to flood the airways with the mes- 
sage. If all the stores are involved, 
their locations are announced on 
an alternating basis. 

“We adapt St. Joseph spot an- 
nouncements to the needs of the 
store there, and we do the same in 
newspapers ads.” 


Three ads a week—For the 
Greater Kansas City area, news- 
paper advertising is provided 
through a contract with the city’s 
only large daily. “The contract 
calls for three display ads a week,” 
Yeager explains, “and twice a 
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Award winner’s success springboard: name brands, perfectly fitted 


month we use the space for insti- 
tutional copy, stressing brand 
names and the care of growing 
feet.” 

In addition to regularly sched- 
uled advertising, Steve’s con- 
ducts a variety of extra promo- 
tions. The firm sponsors Little 
League and other baseball teams, 
participates in cooperative promo- 
tions in various shopping centers 
and takes part in fashion shows 
held as civic projects. 


Visits to doctors—Now and then 
members of the staff make per- 
sonal calls on pediatricians and 
orthopedists, who provide the 
stores with a sizeable prescrip- 
tion business. 

Because of its emphasis on 
brand-name merchandising, 
Steve’s stages special showings 
in recognition of Brand Names 
Week, and frequently uses tie-ins 
with manufacturers’ national cam- 
paigns. 


Manufacturers’ aids, including 
films, are used in training sales- 
people. Yeager says he has found 
that salespeople, both the begin- 
ners and the experienced, like 
general staff meetings with manu- 
facturers’ representatives as 
speakers. 


Who gets hired?—In discussing 
the selection and training of em- 
ployees, Yeager says he prefers 
to employ people who have never 
sold shoes, and to train them at 
Steve's. When he interviews ap- 
plicants for a sales job, he looks 
for a person with a sincere desire 
to go into sales work and an en- 
thusiastic interest in selling chil- 
dren's shoes, 

“Normally,” he explains, “I hire 
people in their twenties with a 
high school education and a work 
record showing they have not 
floated grom job to job. I avoid 
hiring people who have done pres- 
sure selling and who want to con- 
tinue that type of thing.” 


Policy is in writing—When a 
new employee begins work in a 
Steve’s store, he is given a book 
which explains the firm’s policies, 
its methods of selling, and the 
importance of quality footwear 
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and brand names to the firm’s 
reputation. 

Working with a supervisor, the 
new employee covers a chapter 
of the book each week until he 
has studied it all. He is given 
instruction in proper fitting, and 
for six months after he begins 
selling, each pair of shoes he fits 
is checked by an experienced sales- 
person. 


Fit is guaranteed—“We guaran- 


tee the correct fit of every pair 
of shoes we sell,” Yeager points 


*. 


in August 1938. The two Kansas 
City stores and the one in St. 
Joseph are long-time operations; 
the others have been added as 
their shopping-center locations 
were added to the Kansas City 
trade area. 

All the stores have similar decor 
with identical color schemes. Most 
of the managers are men who 
started at Steve’s as salesmen, and 
the two promotional employees are 
former store managers. 


The brand lineup—What brands 


Brand Names Week is a major merchandising event of the year at Steve's Shoes, Inc. 
Here, the firm marks it with an outdoor display of brand-name merchandise near its 
Country Club Plaza store. The girls were stationed there to give souvenir flowers to visitors. 
This year, Brand Names Week—sponsored by Brand Names Foundation, Inc.—is May 4-14. 


out, “and during the years we 
have had very few complaints 
about poor fitting. We keep a sales- 
record card on each customer. We 
identify these cards to children 
as membership cards in the ‘Size 
Check-Up Club.’ 

“We mail approximately 15,000 
reminder cards to parents each 
month. That represents the direct- 
mail portion of our advertising 
budget. 

“We allocate 4 per cent of the 
total gross to promotion,” Yeager 
reveals, “and we spend it. In all 
our locations the competition is 
keen.” 


Started in 1938—Yeager’s inter- 
est in retailing shoes was stimu- 
lated by his father, a shoe sales- 
man. The first Steve’s store opened 


does the top “Brand Name Retail- 
er” carry? 

Brands handled by all stores 
are Red Cross, Vitapoise, Edwards, 
Sparkle Toes, Taylor-Made, John 
C. Roberts, Kingsway, Alden, 
Hush Puppies, Markell Shoe Co., 
Skooters, Gems, Coach and Four, 
Acme Boots, Selva dance shoes, 
U. S. Keds and U. S. Kedettes, U. 
S. Gaytees and LeRoy hosiery. 


How award is given—Selection 
of the “Brand Name Retailer-of- 
the-Year” in each of 24 retail 
classifications is based on brand 
advertising and promotional cam- 
paigns during the previous year. 

Before gaining top honors, 
Steve’s finished among the first five 
—and received certificates of dis- 
tinction—in both 1958 and 1959. 
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SHOE SHOWS 


SMA reveals ‘bigger inventory thinking 


Buyers at St. Louis were 
confident about fall pros- 
pects, and many admitted 
that continued low inven- 
tories would kill their profit 
potential. 


By VIRGINIA MARSHALL 


“We had a poor spring. We will 
have a good fall.” 

This was the provocative line of 
retailer thinking at the Shoe Mar- 
ket of America in St. Louis in mid- 
April. The buyers did not say, 
“Spring was poor—therefore by 
the law of averages we should 
have a good fall.” They made a 
statement of fact with quiet de- 
termination that was neither pes- 
simistic nor completely optimistic : 
“We will have a good fall.” 


Upturn seen by fall—This line 
of thinking persisted through the 
fall showing. Cheerful, alert at- 
titudes were apparent with retail- 
ers both large and small. The high 
degree of buyer enthusiasm gave 
manufacturers confirmation of 
what they claimed two months 
ago: that many indications point 
to the end of recession and reces- 
sion talk by fall. 

Displaying manufacturers list- 
ed three bellwethers as evidence of 
a profitable season ahead: 

1. Retailers are planning for a 
profit. As a group, their attitude 
is enthusiastic. In many areas of 
the nation spring inventories are 
still high and open-to-buy is lim- 
ited. Nevertheless makers put as 
much or more business on their 
books than they usually do at the 
SMA. Traffic in display rooms was 
excellent, and producers said that 
they talked to many more retail- 
ers than last year. 

2. Producing firms felt that ex- 
actly the right amount of news- 
worthy fall styling was offered at 
the show. When footwear style 
changes are radical and wide- 
spread, shoe buyers develop an 


60 


uneasiness as they appraise the 
changes. Uneasiness turns to in- 
security, reflected in extremely 
cautious ordering. When a show 
offers few if any intriguing style 
changes, ordering becomes cau- 
tious and light, to retain precious 
cash for later buys if something 
newsy turns up. 

3. Many retailers, even die- 
hards, have reversed their think- 
ing on inventories. Some indepen- 
dents admitted that going into 
next fall’s selling period with the 
low inventories they stocked for 
fali ’60 will kill profit potential. 
Overly-cautious original buys 
mean low profit potential. Heavy 
dependency on manufacturers’ in- 
stock programs and quick delivery 
is like leaning on a crutch that 
may slip. 


No price hikes — “Duck, here 
comes a leather man!” became 
something of an SMA joke. 
Spokesmen from producing firms 
said that every leather man in at- 
tendance dropped dour and pessi- 
mistic forecasts of upped leather 
prices just ahead. 

But to date, no footwear price 
increases have been announced, 
and it’s most unlikely that any 
will go into effect before fall re- 
tail opens. Prices from St. Louis 
houses will remain on a status-quo 
basis, with very slight adjust- 
ments up or down by a few firms 
on a few shoes or groups of shoes. 


Volume in double needles—This 


year’s SMA provided retailers with 
basics, with variations of spring 
trends, and with several news- 
worthy trends. Visiting shoemen 
studied the new with great inter- 
est, but buyers were never over- 
whelmed by the new—particularly 
women’s crescent and square-toed 
looks. 

Double needles were expected to 
continue to account for most of 
the women’s business next fall 
and winter. Knowing this gave 
retailers the secure feeling man- 
datory for unhesitant buying. 


Caution on new toes—Direction 
of the new toes has not been set 
yet. In general, retailer opinions 
reflect this: crescents bid fair to 
become volume; square toes will 
be volume on the tuxedo-bow low- 
heeled pattern. Both toes should 
be bought limitedly until they are 
tested at the retail level. 

The SMA drew a record atten- 
dance for the third year in a row, 
as some 4,000 shoemen converged 
on St. Louis. The _ substantial 
amount of business booked gave 
producers a basis on which to lay 
in supplies and materials and plan 
scheduling and deliveries. July 15 
stands out as most-asked-for date. 


Future dates—Next year’s SMA 
is set for April 29-May 2. St. 
Louis Shoe Manufacturers Assn. 
has made commitments for shows 
the week following Easter through 
the year 1970. Hotel space has 
been booked. 


Buyers play it safe at Advance Market 


By DONALD WATSON 


The Advance Fall Shoe Market 
Week in Boston, the shoe indus- 
try’s early barometer of the fall 
business climate, registered fair- 
to-good shoe-buying weather. 

The show, sponsored by the New 
England Shoe and Leather Assn., 
is the first “official” fall show in 
the industry. It afforded the vol- 


ume trade an opportunity to pre- 
sent new styles and merchandis- 
ing plans for fall 1961 to visiting 
buyers, particularly those repre- 
senting wholesale, mail order, and 
chain store organizations. 
Activity at the show was con- 
sidered “normal.” No significant 
new trends or patterns of business 
were established that could be in- 


Boot and Shoe Recorder 





terpreted as a definite projection 
of things to come. 


Optimism but caution — The 
noteworthy characteristic of the 
show was the spirit of optimism 
that prevailed among the major- 
ity of buyers and exhibiting man- 
ufacturers. About future busi- 
ness, buyers showed a restrained 
optimism, but they were not back- 
ing it up, generally, with strong 
ordering. Instead they played it 
safe by sampling extensively and 
not committing themselves early. 

For the most part, manufactur- 
ers reported fair bookings in 
men's lines and fair-to-good book- 
ings in women’s and children’s. 
Orders for work shoes were con- 
sidered poor. 


Nobody's worried — Even those 
manufacturers reporting poor or- 
dering were not overly concerned. 
They gave such reasons as “It’s 
early yet,” and they said this Bos- 
ton show is more of a business- 
feeler for them. 

The manufacturers still seemed 
to be awaiting the upturn that the 
general economy has 
been predicted to experi- 
ence. They are also basing expec- 
tations of a strong future busi- 
ness on the feeling that retail shoe 
inventories are low, and fresh and 
ample merchandise will be needed. 

Higher shoe prices were not a 
factor at the show. Most manu- 
facturers said they did not see a 
price rise forthcoming for fall. 
The higher-shoe-price question 
arose because leather prices had 
higher, 
stabilized 
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New policy for Michigan 


More than 100 lines will be shown 
at the Michigan Shoe Travelers 
Club’s Fall Shoe Mart May 14-16 
at the Statler Hilton Hotel, Detroit. 
The show marks the start of a new 
policy for the club. After studying 
the results of a questionnaire sent 
to dealers, the group has decided to 
hold two regular shows a year, 
spring and fall, and only two in- 
terim caravan shows in between, 
for specialty lines. 

A feature of the May show will 
be a buffet dinner and dancing on 
the night of Sunday, May 14. 
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PPSSA to become Shoe Show of America 


The Popular Price Shoe Show 
of America will give way after 
this week’s showing to a new name 
and a new format. The Nov. 5-9 
show will be the first to bear the 
name “Shoe Show of America.” 

In explaining the thinking be- 
hind the change, a spokesman said 
the show long has housed exhib- 
its of shoes “not wholly in the 
traditional concept of popular 
price. There were many requests 


FOOT ® 
BALANCIE 
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from producers and retailers alike 
that recognition be given to the 
fact that PPSSA catered to in- 
dustry needs that were broader 
than popular price.” 

“Expanded role’—The New 
England Shoe and Leather Assn. 
and the National Assn. of Shoe 
Chain Stores, co-sponsors of 
PPSSA and now SSA, say the new 
name signals an “expanded role” 
for the semi-annual shows and 
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“more accurately identifies their 
function.” 

PPSSA was started 13 years 
ago to serve the needs of the 
volume and popular price manu- 
facturing and retail market. Al- 
fred L. Morse, president of NASCS, 
and Francis H. Gleason, president 
of NESLA, now say, “The new 
format will allow all manufactur- 
ers and retailers who require mar- 
keting of their shoes in the periods 
of the Shoe Shows of America to 
participate without regard to price 
restrictions of any kind.” 





“for Niceness in Shoes”’ 


Write for catalog 
and name of nearest 
representative. 


Future dates?—The SSA will 
be held at the same hotels as was 
the PPSSA: the New Yorker and 
Sheraton-Atlantic in New York. 
The second SSA has already been 
set for April 29-May 3, 1962, one 
week after Easter. Starting in the 
fall of 1962, dates wi!] be set to 
follow more closely the late-Sep- 
tember National Shoe Fair. 


* 
PPSSA breakfast speaker 
Dr. Jules Backman, nationally 
known economist and educator, is 
the featured speaker at the Popular 
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ST. LOUIS SALES OFFICE: Suite 700, 503 N.12th St., St. Louis, Mo. 


NEW MARKET, 
NEW HAMPSHIRE 


Price Shoe Show of America indus- 
try breakfast, May 1 at 8 a.m., in 
the Hotel New Yorker, New York 
City. 


New Dallas show still on 
despite SWSTA ruling 


Organizers of the new Dallas 
Shoe Fair are going ahead with 
their plans despite a ruling by 
the sponsors of the original Dal- 
las show which could reduce the 
number of exhibitors. 

Directors of the Southwestern 
Shoe Travelers Assn., Inc., which 
regularly sponsors two Dallas 
shows a year, approved a change 
in their organization’s point rat- 
ing system used in assigning 
display rooms. Loss of 50 per 
cent of a salesman’s total points 
is provided for if he displays 
at a shoe show within 100 miles 
of Dallas or Fort Worth, Tex., 
within 60 days before or after 
an SWSTA show or one sponsored 
by the National Bureau of Sales- 
men’s Assns. 

(Under the point system, a 
member earns two points a year 
when he pays his dues, and one 
point for each show in which 
he takes part.) 

The SWSTA spring show is 
scheduled for Oct. 28-Nov. 1. The 
initial Dallas Shoe Fair, in the 
Dallas Trade Mart, is set for 
Oct. 1-4. 

Paul B. Schroeder, SWSTA sec- 
retary-manager, had no comment 
on the ruling, which was revealed 
in a letter to members. Cecil 
R. Ballard, president of the asso- 
ciation, said SWSTA’s attorney 
had advised the group not to re- 
lease the text of the letter to the 
press. Copies, however, were sent 
to other regional associations. 

Ben Berwald of Gina Footwear, 
Inc., co-organizer of the new show, 
said, “I don’t know how the ‘point- 
ruling’ letter is going to affect 
us. We'll leave it up to the 785 
members of SWSTA to decide 
for themselves.” Berwald and the 
other organizer, Ralph Shanks, 
also of Gina, are planning to 
exhibit at SWSTA’s fall showing 
May 6-10 in Dallas. 

Back in February, National 
Shoe Travelers’ Assn. officers and 
directors took a stand against 
the new Dallas show. 
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MANAGEMENT 


Francis C. Rooney, Jr., 
to direct Thom McAn 


Francis C. Rooney, Jr., has been 
elected president and a director of 
Thom McAn Shoe Co., New York. 
He succeeds Lester R. Fallon, who 
has retired after 34 years’ service 
but continues as a director of Mel- 
ville Shoe Corp., parent company 
of Thom McAn. 

Rooney’s election was announced 
by Robert C. Erb, chairman of the 
Thom McAn board and president 
of Melville. 

Roy S. Fogas, who has been di- 
recting Thom McAn’s family stores, 
was named to a newly created post 
of executive vice-president. The 
general direction of the stores was 
divided among three vice-presi- 
dents, each responsible for a di- 
vision of the country. They are 
Richard E. McCarthey, James F. 
Barry and John F. Riefler — the 
latter two newly raised to the rank 
of vice-president. 

In addition to these officers, the 
division has elected William J. 


Don’t get caught in the 


Smith as first vice-president; Al- 
fred Clifton, Edward A. Gorman, 
Lawrence E, McGourty, William H. 
Muckley, J. Frederick Rossell and 
William G. Rossiter, Jr., as vice- 
presidents, and Frank Sokol as con- 
troller. New Thom McAn directors 
are William Girdner and J. Brent 
Wells. 


Murray Snyder named 


head of Geuting’s chain 


Murray Snyder, a 20-year vet- 
eran of shoe merchandising in Phil- 
adelphia department stores, has 
been named general manager of 
Geuting’s, seven-store Philadelphia 
area chain which sells women’s and 
children’s shoes. 

Snyder replaces David Miller, 
who has joined Brauer Bros. Shoe 
Co. as sales representative in 
charge of the New York office, re- 
placing Jack Berez, who resigned. 
Miller’s territory will include New 
York, Philadelphia and the Balti- 
more-Washington area. 

Snyder was formerly merchan- 
dise manager of shoes and specials 
at Snellenburgs for nine years. Be- 
fore that he was associated with 


John Wanamaker’s for five years 
and Bonwit Teller for six. 

His successor at Snellenburgs is 
Fred Cooper, who has been with the 
store since May 1960. Cooper was 
formerly with Stern’s, New York. 


FINANCIAL 


Melville 1st-half profits 
may dip below ’60 level 


Melville Shoe Corp.’s net profits 
in the first half of this year may 
be slightly lower than in 1960, 
Chairman Ward Melville told 
stockholders at their annual meet- 
ing. He blamed the severe winter 
and the state of the national econ- 
omy. Mr. Melville added, how- 
ever, that the company expects to 
finish the year ‘‘substantially 
ahead of 1960.” 

Melville’s sales in the first quar- 
ter were up 22 per cent, the chair- 
man said, but he attributed most 
of the increase to the earlier 
Easter shopping season. He cau- 
tioned shareholders that, in the 
retail fashion business, quarterly 
sales for the first two quarters, 
considered alone, are meaningless. 
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RETAIL EXPANSION 


New Rich’s will feature 
‘areas,’ not departments 


“Rapid changes in merchandis- 
ing techniques,” as well as in- 
creased business, will cause Rich’s 
Shoe Store, a quality family oper- 
ation in Washington, D. C., to 
move its main store into bigger 
quarters in August. 

Frank H. Rich, president, said 
the firm has leased the first floor 
of the International Bldg., 1319- 
21 F St. N. W. Rich’s is now at 
10th & F Sts. 

Mr. Rich said the new tech- 
niques stem from fast-changing 
styles and the growing relation- 
ships between mother-daughter 
and father-son styling. As a re- 
sult the new store will feature 
selling “areas” instead of depart- 
ments. 

An exception will be the men’s 
shop, with a separate F Street 
entrance as well as access from 
within the store. At the rear of 
the store will be a shoe bar for 
women’s and teenagers’ casuals. 

__ e _ 

The Holiday Super Store, a 55,- 
000-sq.-ft. self-service discount op- 
eration to be opened about May 
15 in Bloomington, Minn., a Min- 
neapolis suburb, will lease its 
shoe department to a Minneapolis 
retailer. He is Edward Striker, 


who owns the Sterling Shoe Store, 
1339 E. Franklin Ave. 

The self-service mart will be 
operated by Erickson Brothers, a 
firm which already conducts a cat- 
alog wholesale operation under 
the name World Wide, Inc. Erick- 
son Brothers plans similar stores 
in Omaha, Neb., and Kansas City, 
Mo., where the firm already has 
catalog operations. 

. a = 

Rackley Shoe Store, which 
opened recently in Battle Creek, 
Mich., features the only heated 
sidewalk in the downtown area. 
The walk is imbedded with copper 
tubing which carries an antifreeze 
solution. Under heat, the solution 
turns to steam to warm the side- 
walk and keep it free of snow. 
Store Manager William T. Trud- 
geon gave the installation a pre- 
opening tryout on a rainy day, and 
the walk stayed dry all day. The 
store is one of seven operated by 
E. L. Rackley Shoes, Inc., of Jack- 
son, Mich. Others are in Jackson, 
Lansing and Detroit. 

ec . . 

Harvey's Ltd., a new men’s wear 
shop in Pasadena, Calif., includes 
a high-end men’s shoe 
ment. Lloyd Barnett, operator of 
the leased department, stocks 
1,500 pairs for the 309-sq.-ft. sec- 
tion. Manager is D. A. Hornback, 
who was formerly with the now- 
defunct Ferguson Shoe Co. 


depart- 


Restful Danish modern furniture, gold carpeting and extensive use of open display (not 


to mention free coffee and 


ies on opening day) have contributed to a successful 


beginning for Glenn's Footwear in Hereford, Tex., a small town in a rich agricultural area. 
Manager Glenn Williams and Hilrey Aven, co-owners of the store, carry shoes for the 
family. A lantern standing in the store window burns 24 hours a day. 
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EDUCATION 


Temple Univ. to repeat 
Prescription Workshop 


For the ninth year, Temple Uni- 
versity will conduct a Prescription 
Shoe Fitting Workshop for retail- 
ers. The workshop is set for Sun- 
day and Monday, May 21-22, at the 
Warwick Hotel, Philadelphia. 

The program will cover the whole 
cycle of prescription fitting, from a 
study of foot anatomy to merchan- 
dising techniques. Emphasis will be 
on the solution of practical prob- 
lems. 

At a luncheon on the second day, 
William Sheskey, vice-president of 
Bostonian Shoe Sales Corp., Whit- 
man, Mass., will speak on “The 
Shoe Industry in 1961—Opportuni- 
ties Ahead.” Also on the program. 
is a question-and-answer panel with 
Frank T. Underhill, executive di- 
rector of Independent Shoemen, as 
moderator. 

Certificates of attendance will be 
presented upon completion of the 
course. Tuition for the workshop is 
$50, with an additional $7 for the 
two luncheons. Registration can be 
made through the Research and 
Specialized Services division, Tem- 
ple University, Philadelphia 22. 


Prescription footwear 
course slated in Indiana 


A one-week training program 
in “Prescription Footwear Applica- 
tion”’ will be offered at Ball State 
Teachers College, Muncie, Ind., 
June 12-16. The course is offered 
by the college’s Office of Extended 
Services in cooperation with Certi- 
fied Prescription Footwear Appli- 
cators, Inc., a retail organization 
with headquarters in Sherman, 
Tex. 

Dr. Charles A. Roberts, execu- 
tive secretary of CPFA, is coordi- 
nator for the training program. 
Prescription footwear, functional 
footwear and appurtenances will be 
covered, along with anatomy and 
physiology. 

The college is sending invitations 
to a selected list of dealers who 
specialize in filling footwear pre- 
scriptions. 

The course will be given in resi- 
dence at the college’s Kitselman 
Conference Center. The fee of $150 
includes room and board. 
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PROMOTION 


Cottage cheese eaters 
offered folding slippers 


Women's folding slippers are 
highlighting, of all things, a 
cottage cheese promotion. With 
the lid from any one-pound con- 
tainer of Breakstone’s Cottage 
Cheese and $1, a woman can ob- 
tain a pair of leisure casuals 
valued at $2. The slipons feature 
a flexible vinyl upper and a foam 
rubber innersole. The sole is non- 
slip ribbed rubber. 

Colors are pink and black only, 
and sizes are small, medium and 
large. 

Will shoe retailers return the 
promotion by offering cottage 
cheese with each pair of slippers 
they sell? 


Artist paints fabrics free 


An art student painted fabric 
shoes free to match spring outfits 
during a six-day “shoe fair” at 
the H. & S. Pogue Co., Cincinnati 
department store. The store gave 
away four pairs of shoes each 
day of the fair. Using an “Old 


ON 
THE 


Naturalizer spring line is the “pirate treasure’ in colorful window display by J. B. Sperry 
Co., Port Huron, Mich., department store. The occasion was a trunk showing by Edgar H. 
Thorpe, Naturalizer representative, in store's main-floor salon. 


World Guild Fair” theme, Pogue’s 
stressed the hand-quality craft- 
manship of its lines. Albert 
Schaefer, shoe division merchan- 
dising counselor, said the promo- 
tion produced a ‘‘substantial 
increase in sales.” 


Innes plans sandal push 


The Innes Shoe Co. chain plans 
a city-wide promotion of men’s san- 
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« Vul-Cork Micro-Cell Cushion 
Neoprene sole 


dals tied into Father’s Day, in Los 
Angeles. Norman Kladison, mer- 
chandising manager for men’s foot- 
wear, thinks sandals are as natural 
a promotion for Father’s Day (June 
18), at the beginning of summer. 
as slippers at Christmas time. 

Innes will launch a series of 
newspaper ads late this month to 
plant the pool-and-patio 
firmly in the consumer mind. Win- 
dow displays will tie in. 


season 
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MANUFACTURING NEWS 





Architect's sketch of proposed Genesco Industrial Park. 
foreground is headquarters building, and immediately behind it 





In the 


Genesco to start construction next month 
on $15 million Industrial Park at Nashville 


By CHARLES K. COATES 


Construction will start about 
June 15 on Genesco’s long-awaited, 
$15 million Industria! Park adja- 
cent to the Nashville, Tenn., Mu- 
nicipal Airport. The project—first 
announced in December 1958—will 
insure better service for the re- 
tailer, Genesco officials promise. 

The company’s president, Ben 
H. Willingham, revealed plans for 
the Park after the signing of a 
lease agreement between Genesco, 
Inc.,, and the Nashville Industrial 
Development Board. The board 
will issue bonds for the construc- 
tion and will lease the buildings 
to Genesco for 25 years. 


Men’s factory is first—First on 
the program is a new plant for 
Johnston & Murphy Shoe Co., a 
Genesco division which makes 
high-priced men’s dress shoes. 
This 100,000-sq.-ft. factory will be 
finished in about a year. J&M op- 
erations will move there from the 
company’s original plant in down- 
town Nashville. 

The construction schedule also 
includes a 100,000-sq.-ft. women’s 
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shoe manufacturing plant due for 
completion next year; a juvenile 
factory due for 1963 completion; 
then a 200,000-sq.-ft. warehouse 
and distribution center to handle 
the output of all three plants, and 
a 200,000-sq.-ft. world headquar- 
ters building, to be completed in 
1964. 

The headquarters structure will 
replace the present main office, 
building in downtown Nashville 
and two other downtown office 
buildings. 


Quicker filling of orders—For 
the retailer, a Genesco spokesman 
said, the Industrial Park will mean 
speeded-up response to orders and 
improved service in all respects. 

“Having the warehouse right at 
the elbow of these new plants will 
be very beneficial,” the spokesman 
pointed out, “and all the advan- 
tages of the most modern facilities 
will redound to the retailer with 
better service and better produc- 
tion.” 

The site, in addition to being 
near the airport, will be ideal for 
trucking operations as Tennessee 


are three similar shoe manufacturing plants. The first of these 
will house Johnston & Murphy Shoe Co., a Genesco division. 


completes its portions of the Fed- 

eral Interstate Highway System. 
The Park will be about 10 miles 

southeast of Nashville proper. 


Bigger work force—The expan- 
sion program should add approxi- 
mately 2,500 employees to the Ge- 
nesco payroll in the Nashville area 
within six years, Willingham said. 
Genesco now employs about 3,000 
there. 

All the buildings will be cen- 
trally air-conditioned and heated, 
and completely modern. They will 
rise on a 49.3-acre tract across the 
street from the soon-to-be-com- 
pleted jet airport. ; 

The five buildings will cost $7.5 
million, to be paid for by bonds. 
Equipment will cost another $7.5 
million, to be paid by Genesco. 


Lengthy negotiations—The ex- 
pansion program has been in the 
negotiation stage for more than 
two years. In February 1960 the 
Tennessee Supreme Court ap- 
proved the lease in a friendly suit 
brought by the city to safeguard 
the legality of the arrangements. 

The first bond issue will be for 
$2.5 million to cover construction 
of the Johnston & Murphy plant, 
the central heating and air-condi- 
tioning installation, and much of 
the grading and road work for the 
project. 
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PRODUCTION 


Conveyor system helps 
Viner raise output 15% 


Installation of a conveyor system 
in part of the Viner Bros., Inc., 
plant in Bangor, Me., has led to a 
15 per cent increase in daily pro- 
duction, according to President Wil- 
liam Viner. 

When the factory is fully con- 
veyorized, Mr. Viner expects daily 
output to top 8,000 pairs. 

The firm installed the conveyor 
setup—supplied by Durkopp Sewing 
Machine Corp., New York — six 
months ago. Company officials say 
the systern was the first such model 
to be installed in the U.S. that is 
fully automatic. As a result of the 
modernization program, the com- 
pany’s stitching and assembling de- 
partment is now turning out up to 
5,000 pairs a day. 

John Ludwig, Viner Bros.’ plant 
engineer, is quick to explain the 
system's advantages. Among them: 
savings in process time and inven- 
tory; savings on maintenance, and 
elimination of lost time in handling 
material carts. 

Ludwig says the conveyor sys- 
tem also does away with a morale 
problem: employees’ bickering over 
who should get the more workable 
materials. 

What about the wisdom of such 
a large capital outlay, with the 
threat of import competition hang- 
ing over the heads of domestic 
shoe producers? 

Says William Viner confidently, 
“The conveyor’s ability to help us 
achieve increased production, and 
the savings realized through elim- 
ination of lost time—which results 
when employees wait for work ma- 
terials overcome the installation 
costs.” 

Viner Bros. makes women’s and 
children’s casuals and loafers. 


New Tenn. firm to make 
girls’ vulcanized shoes 


Operators are being trained in 
a pilot plant at Paris, Tenn., for 
the new Dresco Shoe Co., Inc., 
which is expected to start pro- 
duction of juvenile footwear next 
month. Most of the Dresco shoes, 
which will carry chain-store la- 
bels, will be for girls of ages 
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5 to 10. Price range will be $3-4. 

This was disclosed by J. W. 
Drerup, sales manager of the new 
firm. He is associated with his 
brother, W. E. Drerup, executive 
vice - president, and his father, 
A. L. Drerup, president. The three 
men are also officers of the Bay- 
Bee Shoe Co., Inc., which manu- 
factures children’s shoes—mostly 
boys’ stitchdowns — at nearby 
Dresden, Tenn. There will be 
no corporate relationship, how- 
ever, between the two companies. 

A new plant will be erected in 


MORE PROFITABLE SALES! with 


Paris sometime this year to re- 
place the pilot operation. It will 
permit output of 3,600 pairs a 
day. 

Dresco Shoe will employ the 
vulcanization process. Said J. W. 
Drerup, “We chose it because this 
type of construction is up-and- 
coming and lends itself to auto- 
mation.” 


Beford expands factory 
A. J. Beford Shoe, Inc., Lititz, 

Pa., is building a two-story, 17,000- 

sq.-ft. addition, which will provide 
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about 25 per cent more floor area. 
Cost is estimated at over $100,000. 
The company will add 75 jobs to its 
present 325 after the addition is 
finished around July 1. 


Hazzard management 
eyes full employment 


Full employment and expansion 
of facilities are in store for the R. 
P. Hazzard Shoe Co., Augusta, Me., 
according to Frank Marran, presi- 
dent. About 400 Hazzard employees 
are expected to reach a five-day 


week and a 50-week year. 

Marran said the acquisition of 
Hazzard by the Spencer Shoe Corp., 
Boston-headquartered chain organi- 
zation, in 1958 made the company 
more able to withstand stiff foreign 
competition. 

Hazzard is a maker of men’s and 
boys’ shoes. 


New factory for Maine 


A $1 million factory will be built 
in Brunswick, Me., for the Maine 
Shoe Corp., an affiliate of the Evan- 
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Bob Smart Shoes are super for 
red-blooded Americans with 
young ideas . . . and for retailers 
reaching for the big wampum in 
this exploding volume market. 
Styled for men with the young 
point of view . . . super value . . . 
in-stock service for constant, more 
profitable turnover on a mini- 
mum investment—the more you 
turn, the more you earn! 
Bob Smart’s regular discount on 
reorders too. PLUS co-op adver- 
tising to send up your local smoke 
signals at half the cost. Hot? 
Chief, Bob Smart is planned for 
profit. Help yourself! 


Another Constant Jurnover product of Craddock-Terry, 
Lynchburg, Va.—N.Y. Sales Office, 112 W. 34th St. 


geline Shoe Corp. of Manchester, 
N. H. The plant will manufacture 
women’s high-style and novelty 
shoes. It will employ 400 workers. 

The factory site is on the new 
U. S. Route 1 east of Brunswick’s 
business district. 


Brown builds new plant, 
air-conditions two others 


Brown Shoe Co. is building a- 
new plant at Bernie, Mo., as part 
of a program of production ex- 
pansion, Executive Vice-President 
Monte E. Shomaker announced. 
The plant, due ; 
for completion in 
September, will 
replace the pres- 
ent Bernie fac- 
tory. It will be 
capable of manu- 
facturing 4,000 
pairs of women’s 
shoes a day. 

The 55,000-sq.- 
ft. factory will be 
air - conditioned 
and a constant humidity will be 
maintained all year. 

Shomaker said the company has 
also installed air conditioning in 
its plants at Booneville, Miss., and 
Lexington, Tenn. At Lexington, 
jrown has increased the plant’s 
floor space by 27,000 sq. ft. and 
installed new machinery. As a re- 
sult this factory, which has been 
producing 6,500 pairs of women’s 
flats daily, will be capable of turn- 
ing out 10,000 pairs a day. 


MONTE SHOMAKER 


Dr. Scholl subsidiary 


expands Wisconsin plant 


The Copeland & Ryder Co., a 
shoe manufacturing subsidiary of 
The Scholl Manufacturing Co., Inc., 
has broken ground at its Jefferson, 
Wis., factory for two new $200,000 
additions. 

A three-story, 30,000-sq-ft. build- 
ing will house additional production 
facilities, new machinery and of- 
fices. The second addition, a three- 
story, 20,000-sq.-ft. structure, will 
replace part of the present factory. 
The first project is slated for com- 
pletion by July 1, the second by 
next Jan. 1. 

Copeland & Ryder makes a com- 
plete line of Dr. Scholl’s men’s 
shoes, including the Copeg line. 
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MARKETING 


Trimfoot Co. links sales 
effort with gift set maker 


“Infants’ wear salesmen today 
must be gift specialists.” 

So said John B. Reinhart, Jr., 
president of the Trimfoot Co., 
Farmington, Mo., in explaining 
the company’s linking of sales ef- 
forts with Judy Co. of California. 
Trimfoot makes the Baby Deer line 
of infants’ footwear and Judy Co. 
markets a line of packaged gift 
sets for infants. 

Burton Meyer, president of Judy 
Co., joined Reinhart in addressing 
a Baby Deer sales clinic in St. 
Louis. He said his firm’s link with 
Baby Deer “will be particularly 
appropriate in the light of the in- 
creasing market for baby gifts.” 


Shaw appoints Nahon 

M. T. Shaw, Inc., Coldwater, 
Mich., has named Nahon & Sons, 
Inc., of Springfield, Mo., to distrib- 
ute Shaw men’s shoes in Missouri, 
Oklahoma, Arkansas and Kansas. 


The Nahon firm recently named 
Jerry Fischer as buyer and gen- 
eral manager of its footwear de- 
partment. 


Accounting Clinic set for 
May 18-19 in New York 


Maurice Peloubet, a nationally 
known accountant, will address the 
opening breakfast session of the 
National Shoe Manufacturers 
Assn.’s Accounting and Office 
Management Clinic, May 18 at the 
Roosevelt Hotel, New York. The 
clinic is set for May 18-19. 

Peloubet, who has been called the 
father of the 
method of accounting, will discuss 
depreciation. He has been consult- 
ing with Washington authorities 
on this topic and has assisted in 
preparing proposed tax reform 
bills. 

Subjects on the clinic’s agenda 
include direct costing, production 
tickets, payroll controls, insurance, 


last-in, first-out 


materials forecasting and controls, 
office work measurement and fore- 
casting working capital. 


Style your high-scoring 
HLETIC 


OOTWEAR 


with 
BEEBE 


Soles and Heels 
for: 
Bowling Shoes 
*‘Winner”’, Little League 
Baseball Shoes 
— and Official 
‘Pop Warner"’ Football Shoes 


Write for Catalog: 


BEEBE RUBBER CO. 


NASHUA, NEW HAMPSHIRE 


especially for rainwear 
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IRWNSEORE 


*made only by 
SHOE FORM CoO. INC. 
New York City AUBURN, N.Y. — St. Louis, Mo. 
IN CANADA: WILLCO INDUSTRIES, LTO., MONTREAL 





Send us a single boot—let us show you 
Forms will flatter 


May |, 196! 





TRANSACTIONS 


Toor acquisition of Freeman links brands 
and unbranded lines, children’s and men’s 


Acquisition of Freeman Shoe 
Corp. by H. O. Toor Shoe Corp. 
links a quality manufacturer of 
men’s branded lines and a major 
producer of unbranded juvenile 
footwear. Together the two com- 
panies will have an annual volume 
of about $30 million—enough for 
a place among the top 10 manu- 
facturers in dollar volume. 

The Toor firm took over Free- 
man in mid-April, only a month 
after Textron, Inc., a widely diver- 
sified industrial firm, had failed 
in an effort to acquire the men’s 
shoe manufacturer. The sale was 
confirmed in a joint statement by 
Harold O. Toor, president of 
the New York-headquartered Toor 
Corp., and William E. Freeman, 
president of Freeman Shoe. 


Separate companies—“No ma- 
jor change is contemplated in the 
operation of the Freeman com- 
pany,” Mr. Toor said. “Freeman 
will operate as a separate entity 
with its present management, and 
it will operate independent of the 
Toor Shoe Corp.” Mr. Toor added, 
however, that he will be chairman 
of the Freeman board of directors. 

In Beloit, William Freeman said 
of the transaction, “I think this is 
a wonderful thing for Freeman 
Shoe Corp. It should permit con- 
siderable expansion in the fu- 
ture.” Asked about his own fu- 
ture, he said, “My desire and in- 
terest is to continue in the com- 
pany operation.” 

Toor reportedly offered Free- 
man stockholders $135 a share. 
There were almost 26,000 shares 
outstanding, making the total price 
about $3.5 million. 


Freeman operates departments 
—The Freeman firm (annual 
sales: $20 million) operates 165 
retail departments besides its five 
factories. Its headquarters are in 
Beloit, Wis. Its dress shoes are 
distributed under the brand names 
of Bootmaker Guild, Contour 
Cushion, Freeman and Town 
Squires casuals. 
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H. Q. Toor Shoe Corp., one of 
the country’s largest producers of 
juvenile footwear, has annual 
sales of about $10 million. The 
company operates five factories in 
Pennsylvania and Maryland. Mr. 


WILLIAM FREEMAN HAROLD ©. TOOR 


Toor is treasurer of the National 
Shoe Manufacturers Assn. and 
chairman of the coordinating com- 


mittee on legislation for five ma-™ 


jor shoe associations. 

Mr. Toor has said the Freeman 
purchase is “onity the beginning” 
of other acquisitions. 


FINANCIAL 
Green’s sales match 60 


Sales and net income of Green 
Shoe Manufacturing Co., Boston, 
for the first quarter, ended Feb. 28, 
were about equal to the comparable 
1960 figures. President Samuel L. 
Slosberg said this was accomplished 
despite adverse weather and the 
business recession. Net income was 
$383,299 against $388,799 in 1960. 
Sales were $5,146,396 compared 
with $5,134,109. 


Shaw volume increases 


M. T. Shaw, Inc., Coldwater, 
Mich., men’s shoe manufacturer, 
showed a 27 per cent increase in 
sales for the first quarter in com- 
parison with the same months of 
1960. M. T. Shaw, Jr., president, 
said shipments rose more than 20 
per cent. The company expects the 
best fall season in its history, he 
added. 


200th dividend for ISCO 


International Shoe Co., St. Louis, 
last month paid its 200th consecu- 
tive dividend. The company has 
never missed a payment since its 
founding in 1911. The current rate 
is 45¢ per common share. 


MANAGEMENT 


Eli White joins EJ after 


25 years with Genesco 


Eli White, top-level production 
executive at Genesco, Inc., for the 
past 25 years, has joined Endicott 
Johnson Corp., effective May 1. 
He will be assistant to Executive 
Vice-President Raymond Mills 
and will serve as production ex- 
ecutive in all phases of manufac- 
turing, covering men’s, women’s 
and children’s shoes. 

White was general manager of 
the Circle Manufacturing division 
at Genesco, which consists of 
seven women’s shoe plants. He 
was vice-president of Gemco Man- 
ufacturing, comprised of the 
sguthern manufacturing plants of 
Genesco and was a member of the 
Genesco board of governors. 


Chambord official named 

D. Jesse Costa has been appointed 
executive vice-president and gen- 
eral manager of Chambord Shoe 


Co.’s American 
activity with gen- 
eral offices in New 
York. Jean Bris- 
saud, export man- 
ager for Cham- 
bord’s parent firm 
fF in France, Bide- 
gain S. A., made 
the announce- 
ment. 
Assisting Costa 
D. JESSE COSTA = is Bob Gershon, 
who is sales manager of Cham- 
bord’s French Shoe Co. of America 
division. 


} 


LABOR 
BSWU loses at Medwed 


Workers at Medwed Footwear, 
Inc., Skowhegan, Me., voted 408-134 
against representation by the Boot 
and Shoe Workers’ Union, AFL- 
ClO, in an NLRB election. 
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EDUCATION 


New project at NESLA: 


training for the foreman 


The New England Shoe and 
Leather Association has set up a 
foreman training program as the 
latest in a series of training aids in 
its Industrial Management Pro- 
gram. The program is intended to 
help New England shoe manufac- 
turers do a better management job. 

At present 44 foremen from 21 
companies are registered in train- 
ing sessions being conducted in 
Maine and Massachusetts one eve- 
ning a week for three hours. There 
are 12 sessions scheduled. 

The foreman training program’s 
objective is to develop understand- 
ing of human behavior and the 
process of decision-making. It aims 
to improve the foreman’s ability to 
evaluate people, to analyze problems 
involving both people and things, 
and to evaluate alternatives in ar- 
riving at decisions for action. 


FASHION 
Schwartz & Benjamin 


shows two new lasts 


To introduce its fall collection, 
Schwartz & Benjamin, Inc., framed 
highlights of the line as “works of 
art’ and showed them to the press 
at the Stuttman Art Gallery, New 
York. 

New in the line are the Avant 
Garde last, with elongated, tapered 
vamp ending in a flattened oval 
toe, and the Prism last, tapered to 
a narrow squared toe. Both lasts 
are on mid-high heels. Pointed toes 
are offered on both medium and 


A. S. BECK 


specifies 


chairmasters 
for seating customers 
seeking shoe comfort 


high heels. 

Reptiles and reptile combinations 
are prominent. Purples, deepened 
reds and blues as well as rust 
browns and much black make color 
news. 


Miss Sleater to direct 
M&DM fashion seminar 


Fashion coordinator Kay Sleater 
will be chairman of a fashion mer- 
chandising seminar planned as part 
of the NSMA Marketing and Dis- 
tribution Management Meeting, 
June 16-17. The 
meeting will be 
held in the Statler 
Hilton Hotel, 
New York. 

Theme of the 
seminar will be 
“How to Mer- 
chandise Fashion 
for Profit.” A 
panel of two man- 
ufacturers and 
two retailers will 
discuss how to plan a complete fash- 
ion program and how to carry it 
to the retailer and the consumer. 

Miss Sleater, director of fashion 
and design at Mutual Shoe Sales 
Co., Manchester, N. H., has gained 
recognition for developing a “shoe 
fashion package” at the manufac- 
turing level and presenting it ef- 
fectively at the retailer and con- 
sumer levels. She is president of 
Shoe Women Executives. 


NEW LINES 
Dressy safety shoes 


A new line of safety shoes fea- 
turing a slim, trim, very dressy 
look is in production by Hy-Test 


KAY SLEATER 


Black oxford “Supervisor” with Hy-shine 
finish, oak leather sole and rubber heel. 


Safety Shoe division, International 
Shoe Co. Called Supervisor Styles, 
the line incorporates new slim lasts 
and the division’s Anchor Flange 
steel box toe. 

The first group in the Supervisor 
line includes two oxfords and two 
slipons, all with Hy-shine finish. 
Additional styles will be announced 
later. 


MISCELLANY 
Rubber authority named 


The government has a new chief 
fact-gatherer for rubber footwear. 
He’s James H. Higgins, formerly a 
tire sales executive with the Seiber- 
ling Rubber Co., Akron, O. 

Higgins succeeds S. Earle Over- 
ley as chief of the rubber branch, 
Chemical and Rubber division, 
Business and Defense Services Ad- 
ministration, U. S. Department of 
Commerce. Overley retired after 19 
years of government service. 

Data on leather footwear will 
continue to be distributed by J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products division, 
U. S. Department of Commerce. 


A. S. Beck and many of the other most success- 
ful shoe retailers have found that a customer 
becomes a contented shoe purchaser when 
seated comfortably. 


Chairmasters has grown with the shoe retailers’ 
appreciation of customer comfort through fine 
seating equipment. Chairmasters is the largest 
manufacturer of chairs designed for successful 
shoe stores. 


Write for free copy of “Seating Comfort for Shoe Customers” 





Model 3265A illustrated, luxurious contem- 
porary style, hardwood frame, upholstered 
spring seat, cane back. Available in a vari- 


ety of wood finishes and upholstery coverings. 
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Ripple Sole Corp. to appeal judge’s ruling 
that patent is invalid and can’t be infringed 


Ripple Sole Corp. will appeal 
a federal court’s ruling that a 
Ripple patent for resilient shoe 
soles is invalid and thus could 
not be infringed—as Ripple al- 
leged—by American Biltrite Rub- 
ber Co. Morton Hack, executive 
vice - president of Ripple Sole 
Corp., Detroit, announced plans 
to carry the case to a higher 
court. 

Federal Judge Francis W. Ford 
of Boston ruled that patent No. 
2,710,461, issued June 14, 1955 
to inventor Nathan Hack, is in- 
valid because it failed to disclose 
any patentable invention. Ripple 
Sole Corp. had acquired forma! 
ownership of the patent from 
Nathan Hack. 


Judge questions claims—After 
physical tests in court, Judge Ford 
summarized, “It cannot be found 
that the Hack structure produces 
any of the advantages claimed 
for it. It does not appear that 
it substantially increases the wear- 
er’s stride or results in any ad- 
vantage, by way of saving of energy 
or otherwise, from any slight in- 
crease in stride it may produce. 

“It cannot be found that any 
increase in comfort or reduction 
of shock and fatigue is due to 
its peculiar structure rather than 
to the cushioning effect which 
would be produced by any sole 
made of similar resilient ma- 
terial.” 

Also Judge Ford cited numerous 
previous patents that anticipated 
the Hack structure. He specifically 
noted the Lacoste French patent, 
which shows a wooden sole shoe 
with oblique saw cuts that form 
a series of rearwardly - sloping 
support sections. 


Success is discounted — Judge 
Ford further summarized, “Plain- 
tiff [Ripple] also claims that its 
soles have a record of commercial 
success which supports its claim 
of validity. Commercial success 


72 


may be used to tip the scales 
in favor of validity in a doubtful 
case, but it cannot by itself es- 
tablish validity where as here 
the patent clearly lacks patent- 
able invention and is clearly 
anticipated. 

“Furthermore, it is not clear 
that any success it has had is 
due to any patentable aspect of 
the sole but to such factors as 
its novel appearance and comfort- 
able feeling. In fact, the evidence 
shows that the most effective 
selling technique was to persuade 
the prospective buyer to try on 
shoes with Hack soles and ex- 
perience the comfort for himself. 
But, as has been pointed out, 
there is no basis on which it can 
be found that this comfort was 
due to anything more than the 
cushioning effect of the resilient 
material used, rather than to the 
structure of the sole.” 


TECHNOLOGY 


No relasting needed on 
lvomatic molding device 


International Vulcanizing Corp., 
Boston, has announced its newly de- 
veloped Ivomatic direct injection 
molding machine. 

Gordon Cooper, an official of the 
company, calls Ivomatic the ulti- 
mate equipment for shoe bottoming 
by the direct injection of polyviny] 
chloride compounds to leather foot- 
wear. The new machine will pro- 
duce high-quality flat-lasted shoes 
at the rate of two pairs per minute 
with one operator. There is no re- 
lasting; shoes are injection molded 
on the production last on which 
they were made. 

The Ivomatic will injection-mold 
any size of sole required. In a 
demonstration, one station was 
equipped with a boy’s size 12 mold, 
and another station with a size 9 
combat boot mold. Actual injection 
time of the boy’s size was three 


seconds, and injection time of the 
combat boot was eight seconds. The 
injection point is located in the 
heel and is not visible on the wear- 
ing surface of the outersole. 


MANAGEMENT 


Richard Jones named to 
Bearfoot marketing post 


Richard M. Jones has been ap- 
pointed director of marketing, a 
new post in the footwear division 

of The Bearfoot 
Sole Co., Inc., 
Wadsworth, O. 
His duties will 
cover sales man- 
agement, market 
research, adver- 
tising and promo- 
tion, new product 
requirements and 
sales develop- 
ment. 

He was former- 
ly with Genesco, Inc., Nashville, 
Tenn., as assistant to the president 
of General Shoe Sales Corp. and, 
earlier, as genera] manager of Gen- 
esco’s chemical division. In prior 
years he served as head of adver- 
tising and sales promotion for Avon 
Sole Co. and American Biltrite Rub- 
ber Co., and as a distribution con- 
sultant to the shoe industry. 


RICHARD M. JONES 


Reynolds and Austing 
move up at Vulcan Corp. 


Vulcan Corp., Cincinnati-based 
heel and last maker, has elevated 
Joseph B. Reynolds from presi- 
dent to board chairman, and 
Lawrence B. Austing from exec- 


JOSEPH REYNOLDS L. 8. AUSTING 
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utive vice-president to president. 

Reynolds had been president 
since 1955, when he succeeded 
A. J. Giese, who moved up to 
chairman, When Giese died in 
1957, Reynolds also became exec- 
utive officer. 

Austing was elected a vice-pres- 
ident in 1955, executive VP and 
a director in 1957. He is also 
vice-president and director of the 
Morton Last Co., a Vulcan sub- 
sidiary. 


MARKETING 


Functionalism grows 
as footwear influence 


The functional aspect of footwear 
is playing an increasingly impor- 
tant role in the industry, and add- 
ing a new dimension to shoe mer- 
chandising. 

So says the executive committee 
of the Allied Shoe Products Show. 
The committee points out that new 
components are being developed— 
and displayed at the Allied Show— 
which place added emphasis on 
functionalism. 

Among these are soft, foam-type 
applications on shoe uppers, linings, 
insoles and socklinings; soft coun- 
ters and box toes; functional soles 
such as the Ripple and Forward 
Thrust types; soft, glove-type upper 
leathers, and moisture - absorbent 
linings and insoles. The functional 
influence is also moving into shoe 
constructions, with growing de- 
mand for the soft-light-flexible. 

Why this interest in the func- 
tional aspect of product design? 
The committee cites the increasing 
population movement in the U. S., 
including the shift to suburban liv- 
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ing; the rapid rise of recreational 
activities and the growth of the 
casual look and feel in apparel and 
footwear; and the population in- 
crease in the younger-age group. In 
addition, the idea of functionalism 
is showing up in cars, homes and 
household products. 

The Allied Show is set for June 
17-20 at the New York Trade Show 
Bldg. 


Foam-fabric distributor 


Abaco Fabrics, Inc., New York, 
has appointed Studner-Kavaler Co., 
Inc., also of New York, as U.S.- 
Canada distributor for its Bonda- 
knit fabrics in the shoe and acces- 
sory trades. Bondaknit is a knitted 
fabric bonded with Scott Footwear 
Foam, a polyester foam. 


TRANSACTIONS 


Eagle-Ottawa acquired 


by Trostel Industries 


The Eagle-Ottawa Leather Co., 
Grand Haven, Mich., a major tan- 
ner of shoe, upholstery and me- 
chanical leathers, has been ac- 
quired by Trostel Industries, Inc., 
Milan, Tenn. 

Albert O. Trostel, Jr., president 
of Trostel Industries and also 
president of Albert Trostel & Sons 
Co., Milwaukee side leather tan- 
ner, said Eagle-Ottawa will be op- 
erated as a subsidiary but will re- 
tain its corporate identity and 
present management, including 
Company President Julian Hatton, 
Jr. Besides its Grand Haven 
plant, Eagle-Ottawa has another 
in Hackettstown, N. J. 


A BETTER FIT FOR 
MORE CUSTOMERS 


with y, THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 


YOU... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 
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PRODUCTION 


Gro-Cord Rubber to shift 
operations to Arkansas 


Gro-Cord Rubber Co., a sole and 
heel maker, will shift its manufac- 
turing operations from Lima, O., to 
El Dorado, Ark., within the next 
year. A new corporation will op- 
erate the Arkansas plant under the 
name Chase-Gro-Cord, Inc. 

According to Gro-Cord officials, 
the new firm will acquire some of 
the assets of Gro-Cord and some as- 
sets of the Quincy, Mass., plant of 
Chase & Sons, Inc. The $2 million 
El Dorado plant will be built and 
equipped through long-term financ- 
ing made possible under a recent 
Arkansas law. 


Turner to halt production 


Turner Tanning Machinery Co., 
Peabody, Mass., one of the country’s 
larger makers of such machines, 
will discontinue manufacturing op- 
erations about July 1 because of 
economic reasons. To provide for 
continuity of service to tanners, the 
company plans to reduce production 
gradually. Arrangements are being 
made to furnish some current 
Turner models, parts and supplies 
from other sources. 


NEW LINES 
Shain’s ‘Black Picasso’ 


Shain & Co., Inc., Boston con- 
vertor and distributor of shoe 
fabrics and linings, has announced 
development of “Black Picasso.” 
Through a new process, the firm 
has been able to introduce a true 


WELLCO SHOE CORP. Waynesville, North Carolina 
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black color. Because of its yarn 
content and two-ply construction, 
Black Picasso is said to be not only 
better-looking than the higher 
priced peau de soie, but more prac- 
tical for shoemaking applications 
and more durable on the foot. 


FINANCIAL 
USMC annual net dips 


United Shoe Machinery Corp., 
Boston, and its domestic associated 
companies reported net income of 





$10,498,960 for the year ended Feb. 
28. This was equal to $4.39 per 
common share. For the preceding 
fiscal year, net income was $10,- 
780,268 or $4.52 per share. 

Gross operating income rose to 
$99,598,261 from $97,294,: 


O'Sullivan sales at peak 


Record-high net sales of $8,893,- 
419 were reported for 1960 by 
O’Sullivan Rubber Corp., Winches- 
ter, Va. Earnings, however, dipped 


Profit Picture for Father's Day 


Some Pops covet this new Weejun Marine 











They're advertised 
in Golf Digest, Golf, 
and May 15th 
Sports Illustrated 


And here s how you make Father's Day 6 
the most profitable day of your year. 
Order Bass Gift Certificates now and merchandise 


them right u 
cover both t 


to June 17th. Size up your stock to 
e Gift Certificates you sell and your 


sales to men who always buy Bass Footwear. Your 
profit picture will be a masterpiece. 





from $295,561 in 1959 to $265,926 
for 1960. 

The increase in net sales over the 
1959 peak of $8,678,359 was $215,- 
060. The drop in earnings from 67¢ 
per share in 1959 to 59¢ a share in 
1960 was attributed to a market 
slowup in the third and fourth 
quarters. 


MISCELLANY 
‘210’ award presentation 


The 210 Associates, industry 
philanthropic foundation, presents 
its 13th annual T. Kenyon Holly 
Memorial Plaque at its 22nd anni- 
versary banquet the evening of 
May 2 at the Waldorf-Astoria, New 
York. 


Ohio Leather offices 


Ohio Leather Co. has moved its 
New York offices from 2 Park Ave. 
to a fifth-floor suite at 425 Park 
Ave. S. The new site houses the 
fashion offices, 
inventory space. 


general offices and 


Allied Polymer moving 
Allied Polymer Corp., division of 
Allied-Hampshire Footwear Corp., 
is being moved to Saco, Me., ac- 
cording to Treasurer Charles E. 
Shulman. The division compounds 
and mixes soling materials for the 
company’s rubber footwear 


Agency changes name 


Advertising & Merchandising As- 
sociates, Inc., Boston, a well known 
specialist in the shoe and allied 
products industries, has changed its 
name to Maslow, Gold & Rothschild, 
Inc. Alan J. Maslow, president, 
said the action was taken to avoid 
similarity to and resulting confu- 
sion with other corporate names. 


Moccasins 
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SHOEMAN AND MAYOR: 
Frank Flynn, operator of shoe 
stores in Seneca Falls and Water- 
loo, N. Y., has been elected mayor 
of Seneca Falls on the Democratic 
ticket. He is a former village po- 
liceman., 

. - ° 

BROTHERHOOD IN PRAC- 
TICE: W. Maxey Jarman, chair- 
man of Genesco, Inc., and, on Sun- 
days, a Bible teacher in Nash- 
ville’s First Baptist Church, was 
guest of honor at a testimonial 
dinner sponsored by the Shoe and 
Leather division of the Combined 
Jewish Philanthropies of Greater 
Boston. Jarman was presented 
with an illuminated Szyk Hagad- 


Cecil Sutton (right), of Pfeifer's of Little 
Rock (Ark.), receives Crosby Squore Sales- 
man of the Yeor aword from Hal Temple- 
ton, general manager of House of Crosby 
Square, Milwaukee. The plaque will be 
given annually to honor “the most important 
person in our industry—the man on the fit- 
ting steol."” Sutton, who serves as men's 
shoe buyer, was cited for outstanding sales 
ability and service to customers. 


OUR PRICES 
PRODUCE 


FAST SALES 
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Charles Nahles, representing Green Shoe Manufacturing Co. sales representatives, presents 


Samuel Slosberg 


left), president of the company, with an original oil portrait of his 


brother, Charles Slosberg, who died last year. The presentation was made at a dinner for 
Stride Rite salesmen, retailers from across the U. S., and executive office and factory 
personnel of Green Shoe. Charles Slosberg served os Green's treasurer. 


dah, the story of the Exodus of 
the Jews from Egypt, by Alfred 
L. Morse, president of Morse Shoe 
Stores. The Genesco executive was 
cited for “devotion to the highest 
principles of responsible citizen- 
ship” and for a “lifetime of service 
to his fellow man.” 
. . € 

SHOEMEN ABROAD: Ted 
Shaw, sales manager of Brauer 
Bros. Shoe Co., St. Louis, will de- 
part May 5 for his semi-annual 
trip to Italy and France to study 
fashion and styling trends... Nel- 
son E, Withington, general man- 
ager of Dunham Bros., Brattleboro, 
Vt., distributor, left in mid-April 


on his annual tour of European 
shoe manufacturing centers. 
— a 2 

THEY'LL ADVISE NEWS- 
PAPERS: Two shoe manufac- 
turing executives have been named 
to serve on a 24-man advisory 
board for the Manchester Union 
Leader and New Hampshire Sun- 
day News, largest papers in that 
state. Harold Goldberg, president 
of the Evangeline Shoe Co. and 
Johnson Shoe Co., and Maxwell 
E. Duckoff, general manager of 
the Louis H. Salvage Shoe Co., 
will help advise the papers on how 
they can provide greater com- 
munity service. 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7,.N. Y. 
SHOE co. Phone: WOrth2-5180 





DEATHS 


JAMES W. FIELD, 77, a retired 
shoe manufacturing executive and 
retired vice-president of Inter- 
national Shoe Co.; March 30, in 
Brookline, Mass., after a short 
illness. 


SOLOMON L. SCHAIN, 74, for- 
mer New York City shoe man- 
ufacturer, manufacturers’ repre- 
sentative and wholesaler; March 
25, in Buffalo. He retired a year 
ago after nearly 50 years in the 
industry. 


FRANK T. MUSSON, 77, retired 
sales representative for the John 
Winters line of English imports 
and other lines; April 2, in Park 
Ridge, N. J. He was in the shoe 
industry for over 50 years and, 
during his years as a traveler, 
spent almost 50 weeks a year 
on the road. 


THOMAS ATKINS, 72, a shoe 
traveler for 56 years; March 20, 
of a heart attack, while enroute 
by ambulance to Xenia, O. He be- 





came a sales representative for 
Jung Shoe Co. at age 16, traveled 
for many years for Williams Man- 
ufacturing Co., and at the time of 
his death represented Cushionized 
Bellaire Shoe Co. He concentrated 
on Ohio, Michigan, and Indiana. 


GUY E. HARTMAN, 62, vice- 
president and superintendent of 
Kepner-Scott Shoe Co., Orwigs- 
burg, Pa.; April 8, in Orwigsburg. 


BENNETT GLAZER, 63, oper- 
ator of Glazer Shoe Co., New 
Haven, Conn., wholesale firm, for 
35 years until his retirement a 
year ago; April 11, in New Haven. 


MRS. AGNES B. HASELTON, 
treasurer and co-owner of Thos. 
F. Peirce & Son, Co., Providence, 
R. L, said to be the oldest retail 
shoe business in the country 
(founded in 1767); April 7, in 
South Attleboro, Mass. She in- 
herited a half interest in the 
business when the late George 
E. Peirce, Sr., left the business 
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“For People on theGO? 





Light as a Feather! 
Superb Comfort in Every Step! 


Faille cloth topping permits air 
passage through entire surfoce— 
and the bellows-action of the foam 
rubber breathes air beneath and 


around the feet . . 


. which keeps 


them cool and comfortable. 


Lodies’ sizes 3-10—Men's 6-13 


$4.25 Doz. Poirs—$48.45 Gr. Pairs 
Stock No. 707 


FREE Counter Dispicy 
with 3 dozen pairs or more 


SCOTT 





leather soles) 
Sizes 1-12 
$3.75 


Athletic Footwear Division 











FOOT APPLIANCE CO 


WERST 


MAHA NE 


to two faithful employees. Her 
husband, James A., who survives, 
is company president. 


ADAM D. HELDT, 77, operator 
of the Adam D. Heldt & Son shoe 
store in Princeton, Ind., with his 
son, Bill D.; April 2, in Princeton, 
of a heart attack. He was in busi- 
ness 41 years, the last 22 years 
together with his son, who sur- 
vives. 

PHILIP ROSS, 53, manager of 
the Musinsky Shoe Store, Salem, 
Mass.; March 19, in Boston. 


EDWARD J. DUQUETTE, 72, 
founder of Benefit Shoe Founda- 
tion, Inc., Providence, R. L, a 
nonprofit organization which sup- 
plies shoes of unequal 
crippled persons; April 3, in 
Saylesville, R. I. 


CHARLES H. LOVELAND, 64, 
chief hide buyer for Endicott 
Johnson Corp., Endicott, N. Y.; 
March 29, in Pittsburch, of a 
heart attack. 


sizes to 


LITTLE 
LEAGUE 
“Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10; 
standard widths. 


$200 


pair 


NET 
F.0.8. Boston 


BERNED SHOE CO. 27 essex startet, Boston 10, mass. 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 











BOX HANDLERS 





DO LONG ARM® 
you —o 
STILL 
climb 
LADDERS? 


long Arms will reach 
the shoes on high shelves 
wicker, easier, safer 











hondies, $4.95 postpaid in USA. Specify handle 
length desired and if for men's of women's 
bores. Your jobber or 

CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 





WORTH WRITING 


dquarters Far 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks 


Fine Feotmenr 
MOSINGER-COHN 


CE 1-6745 


Lowest Prices 


All Price Ranges 








FOR 





Father’s Day promotion kit 

Leather Industries of America is 
distributing Father's Day promo- 
tion kits as part of its third annual 
nationwide Father’s Day campaign. 
Independent market surveys in 
1959 and 1960 show that stores 
participating in the LIA men’s gift- 
shoe promotions have averaged 
sales increases of 22 to 26 per cent 
during the Father’s Day and 
Christmas gift seasons. 

Thirty-three leading shoe brands 
are participating in the promotion, 
which will use national magazines, 
newspapers, TV and retailer dis- 
plays. A four-color, full-page ad- 
vertisement will appear in the June 
issue of Holiday magazine and in 
two Canadian magazines. 

A reprint of this ad suitable for 
counter or window display is the 
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central theme in the retail mer- 
chandising kit. The package also 
contains window streamers, tent- 
fold cards and other material. If 
you have not already received the 
kit, write Leather Industries of 
America, 411 Fifth Ave., New York 
16, N. Y. 


Fabrics, fibers and finishes 

The Dow Corning Corp. is re- 
printing its Retail Executives’ 
Guide to Fibers, Fabrics and Fin- 
ishes. The Guide was written for 
merchandise managers, buyers and 
sales personnel to give them the 
most up-to-date information on tex- 
tile fibers, fabrics, blends, dyes and 
finishes. It is intended to help dis- 
pel the confusion on these subjects. 
Some of the subjects covered in 
non-technical language are: Natu- 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since 82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 


ral Fibers, Man-Made Fibers, 
Woven and Non-Woven Fabrics, 
Bleaching, Dyeing, Wash-and- 
Wear, Water Repellent Finishes. 
Retail Executives Guide to Fibers, 
Fabrics and Finishes. Dow Corn- 
ing Corp., Midland, Mich. 25¢. 


Buying and stock control 
Merchandise planning and budg- 
eting are covered in a publication 
of the National Retail Merchants 
Assn. It shows by example and 
with the necessary forms what to 
buy, how much to buy and when to 
buy. It discusses in-stock, turn- 
over, open-to-buy. Dollar and Unit 
Merchandise Planning and Budget- 
ing. National Retail Merchants 
Assn., 100 W. 31st St., New York 
1, N. Y. Members $2; non-members, 


$5. 





PERSONNEL 





GEORGE J. LENESS i, P. = R. 
Melville Shoe Corp. . Bass 


Departments .. . 


MILADY SHOP, South Bend, Ind. 
—Promoted Jay L. Simkins from as- 
sistant manager and buyer for the 
fashion shoe department of the down- 
town store to buyer-manager of the 
fashion shoe department in a Misha- 
waka, Ind., branch store. 


Chains... 


G. R. KINNEY CORP., New York— 
Appointed James McGrew manager 
of a Colorado Springs, Colo., store, 
succeeding Lester Dawson, transfer- 
red to Denver as manager of a new 
unit. 


MELVILLE SHOE CORP., New 
York — Elected George J. Leness fi- 
nancial advisor. He is a director and 
chairman of the executive committee 
of Merrill Lynch, Pierce, Fenner & 
Smith, Inc. 


Resident buyers... 


ASSOCIATED MERCHANDISING 
CORP., New York—Appointed Milton 
Kaplan merchandise representative in 
teens’ and children’s footwear. 


Wholesalers... 


AINSWORTH SHOE CO., Toledo, 
O.—Appointed E. Ross Bissell vice- 


Shy my 


Craddock-Terry 


president and general manager. He 
was formerly merchandise manager 
of a Montgomery Ward store in Fort 
Wayne, Ind 


importers .. . 


CLARKS OF ENGLAND, INC.,, 
Newark, Conn. — Announced appoint- 
ment of Robert T. Cullerton as pres- 
ident and managing director. He suc- 
ceeds Bronson H. Davis, who has re- 
tired but will act as consultant. 


Manufacturers .. . 


G. H. BASS & CO., Wilton, Me.— 
Divided the territory of Douglas Mc- 
Intosh at his own request and named 
Harold P. Stevens to cover New York 
State west of the Hudson River; all 
of New Jersey; Pennsylvania east of 
Harrisburg; Maryland and Delaware 
(except Baltimore and Wilmington), 
and part of Virginia. McIntosh re- 
tains New York State east of the 
Hudson; Metropolitan New “York, 
Long Island and lower Connecticut, 
plus Baltimore, Wilmington and 
Washington, D. C. 


BATES SHOE CO., Webster, Mass. 
— Appointed Ralph C. Magee, Jr., 
sales representative in Ohio and west- 
ern Pennsylvania, replacing Gene 
Block. 


BLUE STAR SHOES, INC., Law- 


Hompton Shoe 


JR. ROBERT GAYLORD GERALD SCHMERIN JAMES MICKELSON MRS. BETTY MASON 
Corp. Georgia Shoe Mfg. International Shoe Co. 


rence, Mass.—Formed a western sales 
division with Alex Greenberg as di- 
rector. He formerly operated Green’s 
Children’s Shoe Stores, a juvenile 
chain. 


CRADDOCK-TERRY SHOE CORP., 
Lynchburg, Va.— Appointed Robert 
R. Gaylord sales representative for 
Natural Bridge division in lowa, Ne- 
braska, Wisconsin, Minnesota and the 
Dakotas, and part of Canada. He 
succeeds Sumner C. Koch, who re- 
tired recently. 


GENESCO, INC., Nashville, Tenn. 
—Appointed Lou Gilman sales repre- 
sentative in southern California, Ari- 
zona and a portion of Nevada, work- 
ing with Jim Hofstedt, district sales 
office manager. He replaces Harry 
Reinglass, who resigned. 

Appointed Harry Kushins sales 
representative for Valentine Shoe Co., 
a division, with his headquarters in 
the Empire State Bldg., New York. 
He formerly represented Genesco’s 
Glendale Shoe Co. 


GEORGIA SHOE MFG. CO., INC., 
Flowery Branch, Ga. — Appointed 
James Mickelson sales representative 
in Nebraska, Kansas and Oklahoma. 
He formerly covered the same terri- 
tory for Wolverine Shoe and Tanning 
Corp. 

B. F. 
Products, 


GOODRICH CO., Footwear 
Watertown, Mass — Ap- 


AL KEITER 


RAY 8. BRINTON R. C. PINKERMAN ~ aragy Be FEDOR "~~ ATLAS eownte SAMBERG 


W. R. HOWELL, JR. 
Juvenile S$ A. Sandier Co. W. L. Kreider’s Sons U. Shoe Corp. S. Shoe Corp. . 


General Foam Corp Texon, Inc. 
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pointed William M. Kaufman sales 
representative in southern New Jer- 
sey and northern Delaware. 

Appointed John A. Kivlehan a sales 
trainee in the Boston district sales 
office, and Howard M. Powers a 
trainee in the Los Angeles district 
sales office. 


HAGERSTOWN SHOE CO., Hag- 
erstown, Md.—Appointed Robert E. 
Frederick sales representative in 
metropolitan New York, Philadelphia 
and Boston, succeeding the late J. W. 
Shank. Frederick's headquarters will 
be in the Marbridge Bidg., New York. 


HAMPTON SHOE CORP., Milwau- 
kee — Appointed Gerald Schmerin 
sales representative for Kickerinos 
and Alaskans lines in Oregon, Wash- 
ington, Idaho, Utah and Montana. He 
was formerly a special sales promo- 
tion representative for Hampton, 
traveling the whole country. 


HOOD FOOTWEAR PRODUCTS, 
Watertown, Mass.—Appointed Harry 
J. Criscolo sales representative in 
southern New Jersey and northern 
Delaware. He formerly sold shoes at 
retail. 


INTERNATIONAL SHOE CO., St. 
Louis — Promoted Mrs. Betty Jones 
Mason from designer for the women’s 
specialty division to fashion coordi- 
nator and designer for the women’s 
general division. 


JUVENILE SHOE CORP. OF 
AMERICA, Aurora, Mo. — Appointed 
Ray B. Brinton sales representative 
in Arkansas, Louisiana, New Mexico 
and Oklahoma. He formerly repre- 
sented Genesco and U. S. Shoe Corp. 


W. L. KREIDER’S SONS MFG. 
CO., INC., Palmyra, Pa.—Appointed 
Michael A. Fedor to assist Edward J. 
McCann in sales coverage of New 
York City and State, metropolitan 
New Jersey and the northern New 
Jersey area. 


PAN AMERICAN MODES, INC., 
Miami—Appointed Hyman Malhmood 
sales representative on the West 
Coast, succeeding Maury Dryer, who 
joined Cobblers, Inc. 


A. SANDLER CO. Needham 
Heights, Mass.—Appointed Raymond 
C. Pinkerman sales representative for 
the Easy Goer and Coach and Four 
lines in Ohio, Michigan, Indiana, Ken- 
tucky and West Virginia. He formerly 
represented Godman Shoe Co. 


STA DRI BOOT CO., Killeen, Tex. 
—Appointed Robert C. Bullock assis- 
tant controller. 


TRAVELMASTER SHOEMAK- 
ERS, INC., Needham Heights, Mass. 
— Appointed Herbert Goldberg to 
handle private-label sales to volume 
accounts. He is a leather buyer for A. 
Sandler Co., parent company of 
Travelmaster. 


UNITED STATES SHOE CORP., 
Cincinnati — Promoted Howard Atlas 
to manager of the New England office 
of Red Cross Shoe division, in Boston. 
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He has been on the executive sales 
staff. 

Promoted Howard Samberg from 
manager of the New England office 
of Red Cross Shoes to merchandise 
manager of that division. 

WOLFF SHOE MANUFACTUR- 
ING CO., St. Louis—Appointed Mac 
Pressberg to join Jerry Finn as a 
West Coast sales representative. He 
was formerly a partner in Willberg 
Footwear, Los Angeles manufacturer. 


Tanners... 


BARRETT & CO., INC., Newark, 
N. J.—Accepted the resignation of 





George J. Martin as vice-president, 
sales manager and director. 

ALBERT TROSTEL & SONS CO., 
Milwaukee—Elected John Strackbein, 
John K. Notz and Albert Trostel III 
directors. 


Allied products .. . 


GENERAL FOAM CORP., New 
York—Appointed Al Keiter coordina- 
tor of sales for the footwear industry 
in New England, a newly created po- 
sition. 


TEXON, INC., South Hadley Falls, 
Mass.—Appointed Walter R. Howell, 
Jr., sales manager-coated products. 








PLUS PROFITS 


THE ONLY VINYL STRETCH RUBBERS 


PRICED TO SELL FOR 


Here’s your line for big turnover, volume, 
profits. CORSAIRS simplify your 
inventory, too. Stretch fit means you stock 
fewer sizes, yet fit everyone. Clean, 
modern design in stylish black ... for 


children, boys and men. 


Write us for complete information. 


Footwear Division 


UY sam 


CORPORATION 
OF AMERICA 


27"%Kentucky Avenue « Paterson, New Jersey 
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Bone shades and whites vie 
in women’s summer shoes 


Miami retailers report customer demand for thongs, 
sandals and wedgies. Color emphasis is on whites 
and yellow, orange and violet pastel shades. 


MIAMI 


Marked interest in casuals domi- 
nates Miami’s shoe picture. Heeled 
thongs, patents, white and pastel 
sandals, medium wedge heels, 
scooped wedgies and open-back 
mules lead the sale parade. 

One downtown department store 
reports whites lead bone; orange, 
lilac and yellow pastels are popular, 
and a plain, grain, patterned white 
pump with a rolled edge is high on 
the request list. 

A second downtown store claims 
popularity for white lusters and 
smooth leathers on high French 
heels. Pastel sales are spotty and 
casuals have started to pick up. 
Favorite pastels are shy violet, yel- 
low orange and melon. 

Beige and black patent ran close 
behind white at a Flagler St. store 
where casuals were slowing down 
and flat casuals continued to sell. 
In casuals, green and pink were 
best and orange fell off consider- 
ably. 


Washington: Navy falls 
flat, imports look good 


Washington’s women’s retailers 
say bone and patent continue 
strong, with bone predicted as a 
summer leader. 

Navy has failed to sell and re- 
tailers aren’t enthusiastic over 
white. 

Imported Italian playshoes will 
predominate summer business, say 
retailers. 

Retailers credit increased style 
efforts in the lower heel heights 
with their success. 

The style trend for men is back 


80 


to a heavier look. Grain brogues in 
a lightweight construction, but 
with a heavier look, will move for- 
ward for fall selling. 

Handsewn men’s shoes remain 
strong—will be stronger this fall. 

The hot children’s item is black 
canvas sneakers. Bone is also sell- 
ing and the slipon, in black, is sell- 
ing better than ever for boys’ 
dressy wear. 


St. Louis: Double needles 
account for half of orders 


May promotions in St. Louis will 
cover women’s whites, alone or in 
combination with fabric or leather ; 
white dyeable fabric shoes for 
bridal parties; spectator-inspired 
closed pumps; brightly colored teen- 
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The number-painting hobby provided the 
inspiration for this advertisement pro- 


moting dyeable silks, crepes and sotins. 


Neiman-Marcus, Houston, Tex. 


age smooth leather flats, predom- 
inantly orange and lemon; and all- 
over batik-type silk summer night 
pumps with handbags. 

A survey of buying plans finds 
that women’s double needles will 
account for 50 to 60 per cent of the 
heeled buy locally. Triple needles 
and sharper toes will be bought 
only in very dressy and formal pat- 
terns. Crescent toes will rate as 
high as 18 per cent for some stores 
and all dealers plan limited buys 
of squared toes to feel out the 
demand. 

Local retailers at the Shoe Mar- 
ket of America continued light and 
limited ordering with an eye to- 
ward better open-to-buy positions 
later. 


Chicago: Women prefer 
mocha and tan shades 


Strongest items here are women’s 
casuals. Open-toe wedgies, bare- 
back or single strap at $7.95, are 
selling. Favorite materials are 
smooth calf and patent. 

Color preferences are heavily to- 
ward mocha and camel tan, al- 
though combinations of nugget and 
vanilla or multi-colored resort pat- 
terns are high on the list. . 

The mid-heel is the leading 
fashion height. Favorites are 17/8 
to 19/8. 

Gored moccasin styles are still 
the leading shoes for men, but wing 
tips with subdued perforation de- 
signs are on the rise. 

The younger set is demanding 
white tennis shoes. 


Detroit: Pastels, whites 


come up strong in sales 


Bone calf is edging out patent 
for first place in sales of women’s 
dress shoe lines, say Detroit area 
retailers. 

Pastels and whites are coming 
up strong in sales and retailers say 
that pastel lavender, especially 
popular with teenagers and young- 
er women, is an outstanding suc- 
cess. 

In nine out of 10 sales of colored 
shoes, retailers are selling a hand- 
bag too. In this coordinated story, 
bright reptiles are making sales 
news. The most preferred colors 
are orange, yellow, red and bright 
green. 
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Houston: Early signs 
point to heavy white sales 


Patent and bone still lead in 
women’s shoe sales in Houston, but 
white and spectators are beginning 
to sell. One retailer said early in- 
dications point to a strong season 
for the whites and the spectators. 

Stacked heels are still fashion 
foremost and making news. A 
stacked heel promotion was staged 
by Krupp & Tuffly’s. An entire 
window was devoted to the stacked 
heel story showing 26 variations of 
one shoe. It pulled customers. 

Stripes and bold colors are rating 
cheers. One notable promotion of 
a pump with stripes in the bone 
family on a bone calf base was 
staged by Vogue Shoes. 


Boston: Retailers say 
weather kept sales down 


Boston retailers began promot- 
ing summer sport and casual lines 
at the end of April. They felt that 
spring business, although it was 
predicted to break wide open, flat- 
tened out. 

One retailer of middle-of-the- 
road fashions said his patent sell- 
ing season ended with Easter, 
whereas in other years it ran up 
and into the warm summer weath- 
er. On white sales, he said, “Now 
and then we sell a pair.” 

The majority of the retailers said 
they’ve experienced a business let- 
down in the post-Easter selling 
period. Most often blamed is the 
weather. 


Los Angeles: Bones lead 
dress color preferences 


Stylewise, bone is the leading 
color. Various shades of the basic 
color dominate the color picture. 

Closed-toe pumps lead the dress 
parade, but casuals, pool shoes and 
sandals are increasing in volume. 

In children’s and young girls’ 
shoes, dress styles are dropping off 
and will probably stay that way 
until back-to-school selling starts. 
Flats, loafers and oxfords now ac- 
count for the bulk of the sales. Hot- 
test of these have moderately 
pointed toes and 3/8 stacked heels. 
Most wanted colors are bone, black 
and green. 
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Square toes: Caution reigns 


St. Louis producers say 
recent orders have help- 
ed work scheduling. Re- 
tailers want earlier dat- 
ings—often July 15. 


ST. LOUIS 


St. Louis manufacturers say 
orders written at recent shoe shows 
and on initial and second road trips 
have been substantial enough to en- 
able them to plan, order materials 
and set out their work scheduling, 

Officials noted a marked trend 
toward earlier scheduling. Transi- 
tional and first fall pairs requested 
normally for mid-August are now 
all marked for July 15. On volume 
orders, this will mean some rushing. 

Square-toed pumps, 15/8 and 
down, were ordered in small lots by 
many retailers. Because manufac- 
turers haven't stocked extensive 
supplies of square-toed lasts, they 
may be hard-pressed to meet July 
15 datings. 

Until squares get their direction 
settled at retail, producers will fol- 
low a watch and wait policy on 
laying in quantities of lasts. 

Fall instock patterns have been 
ranked and plants are busy making 
the shoes. Instock has been grow- 
ingly important and is expected to 
remain a mainstay as long as the 
national low-inventory policy con- 
tinues paramount. 

Holding up best in reorders are 
children’s saddle oxfords in very 
small sizes, men’s black smooth 
dressy slipons, teens’ white or bone 
low-cut shells and boys’ moccasin- 
toe, two-eyelet black ties. 


Milwaukee: Look for 
selective price hikes 


Local manufacturers claim there 
has been a definite business im- 
provement in the last 30 days. 
While the situation still requires 
caution, the long-term outlook is 


better than it was 60 or 90 days 
ago. 

Producers say it’s too early to 
evaluate dealer reaction to fall offer- 
ings. But, they cite low inventories 
and general economic improvement 
as a sign of better business ahead. 

Mail orders are “much im- 
proved.” Work shoe producers note 
a healthy order increase. 

Manufacturers say the upward 
crawl of calf and kip prices plus 
recent wage rate increases make it 
difficult to hold current price levels. 
Look for selective increases at the 
top end of most men’s fall shoe 
lines. 

Early orders for men’s fall foot- 
wear reveal gains in simulated 
hand-stitched numbers, shoes fea- 
turing adjustable toplines and four- 
eyelet patterns — all on narrower 
lasts. 

Children’s shoes are running well 
ahead of last year and producers 
see a big year ahead. 


Boston: Producers see 
no fall price increases 


New England shoe business over 
the past few weeks has shown 
cautious picking up, but no real 
push. 

A high-style manufacturer re- 
ported that white orders have not 
been strong. He added that there is 
some interest in square toes, but 
nothing big. He predicted that the 
majority of his buyers would order 
squares, but not in quantity. 

The general opinion is_ that 
square and oval shapes will be pro- 
moted mostly in medium and lower 
heels and in flats. It’s estimated 
that they’ll capture 5-10 per cent of 
the market. 

Manufacturers see no price rises 
—at least not because of leather 
prices. 

Men’s business is spotty, work 
shoe production is down and chil- 
dren’s makers are getting healthy 
orders reflecting the adult influence 
of a lightweight, slim, trim look. 
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120 No. 4th St. Phila. 6, Pa. 





STORE WANTED 


CHILDREN’S OR FAMILY SHOE STORE 
LOCATED IN SOUTHERN FLORIDA. VOL 
UME TO APPROXIMATE $125,000 up. All 
letters answered. Replies confidential. Reply to 
Box 881, Boot anp Snore Recorver, Chestnut 
& 56th Streets, Philadelphia 39, Penna 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766 








FACTORY 
MANAGEMENT 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 








HEVERLE and HAY 


121 Nerth Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 





problems. 
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YOU GET FOR CLOSE-OUTS of 
CHILDREN’S SHOES 
Complete Stocks and 


Stores Solicited 
At All Times. 


=F BS 5 3 F—) 


SHOE CO 


YOU GET 


CASH 
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——SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


SWSTA calls special meeting to discuss pension plan 


In view of the urgent action 
taken by NSTA officers and direc- 
tors earlier this year concerning 
the NSTA Benevolent Auxiliary, 
the board of directors of South- 
western Shoe Travelers Associa- 
tion, Inc., has called a_ special 
membership meeting Saturday 
evening, May 6, in the grand 
ballroom of the Adolphus Hotel, 
Dallas. There are 785 members on 
the SWSTA roster. 

Edmund J. Trench, secretary 
and managing director of the na- 
tional association, will address the 
membership on the pension plan, 
first submitted at the annual 
NSTA meeting in Chicago last 
October. 

At the midyear NSTA officers’ 
and directors’ meeting, the official 
body recommended that participa- 
tion in the NSTA Benevolent Aux- 
iliary be compulsory for all NSTA 
members. The pension program 
will be submitted for ratification 
by affiliate groups before the end 
of 1961. 

Cecil R. Ballard, president of 
SWSTA, in a letter to members 
said in part, “This assembly shall 
be your opportunity to exercise 
your vote as it relates to all mem- 
bers participating in the NSTA 
benevolent plan.” 


Star salesman: Sarfaty 


“A man with 100,000 friends.” 
That’s the description Julius 
Fern, vice-president and sales 
manager of Fern Shoe Co., Los 
Angeles, gives to Dave C. Sarfaty, 
who has been on the road selling 
shoes for 48 years. Sarfaty, of 540 
W. 42nd St., Oklahoma City, is one 
of the oldest members of SWSTA 
and has shown at the Dallas fairs 





News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 
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continuously since 1926. 

“Make friends. Be honest with 
your customers and with your fac- 
tory, and you’ll succeed in shoe 
traveling,” advises Sarfaty, who 
was 19 years old when he started 
selling shoes in 1923 for John 
Meyers Shoe Co., St. Louis. Our 
star salesman began “peddling” 
his shoes in Missouri, Oklahoma 
and Kansas by 
wagon teams and 
trains. Today he 
either drives his 
own car or trav- 
els by plane. 

In 1925 he went 
with Rice-O’ Neill, 
St. Louis, travel- 
ing the same ter- 
ritory for four 
years, then add- 
ing Colorado and 
New Mexico and later Texas. 
After 28 years with this firm, he 
went with Deloy division of 
Brown Shoe Co. for one year. He 
joined Fern Shoe Co. in 1955, trav- 
eling Texas, Oklahoma, Louisiana, 
Tennessee, Mississippi and part of 
Kansas. 

He has lived in Oklahoma City 
since 1927. The Sarfatys like to 
travel, and Mr. Sarfaty, in his lei- 
sure time, enjoys gin rummy, 
hunting and fishing. As an old- 


DAVE SARFATY 


@timer with SWSTA, he has served 


on the board of directors and he 
actively participates in the asso- 
ciation activities. 


Salesmen: watch trends 


We've talked about turnover of 
basic and staple merchandise in a 
previous issue, quoting from an 
“Operational Know-How” lesson 
of Independent Shoemen. This les- 
son also points up the fact that 
there is another phase of turn- 
over that causes much trouble: 
the semi-basic or dress-up shoes. 


Many of the high-fashion items 
are one-shot deals and do not 
greatly affect turnover unless the 
buyer has been allowed to go com- 
pletely overboard. 

“The semi-basic, though, can be 
a real gold mine for the aspirin 
manufacturer,” I. S. says. “Remem- 
ber the sweater pump, the tapered 
toe, the round toe? These types in 
basic blacks were never-to-be-out- 
of items, but slight style changes 
made them obsolete. Where the 
merchant was oversold or the 
salesman was not alert to the next 
season’s style trends, large inven- 
tories of dead or semi-dead stocks 
resulted.” 

Much of the responsibility for 
this “turnover turmoil” lies with 
the traveler who failed to keep up 
with the trends. This can be done 
through companies’ bulletins, our 
own RECORDER columns and other 
publications emphasizing style 
trends, turnover and merchandis- 
ing. 


Buyers’ guide mailed 


Midwest Shoe Travelers’ 1961 
buyers’ guide and membership di- 
rectory was mailed to the trade 
the last week of April. Featured 
was a special colored insert list- 
ing the exhibitors at the Fall Shoe 
Show to be sponsored by Midwest 
Travelers May 7-10 at the Palmer 
House, Chicago. 


On South American jaunt 


W. D. “Dunbar” Holder of 
Asheville, N. C., a sales represent- 
ative for Kali-Sten-Iks by Gilbert 
Shoe Co., spent several weeks in 
Sao Paulo, Brazil, visiting his 
son, Bill, Jr., and the latter’s new 
bride. Bill Jr., is an attorney for 
the Champion Paper and Fibre 
Co., with headquarters in Sao 
Paulo. 








Extending exactly the same cour- 
tesies to work shoe as to dress shoe 
customers is a simple way of mak- 


ing the most of the work shoe de- | TOP-FLIGHT SALESMAN WANTED 

partment, according to employees | 

of the Vernal Shoe Store, Vernal, GEORGIA-FLORIDA-ALABAMA 

Utah. HARD HITTING-BIG LEAGUE SALESMAN. USED TO GOOD INCOME. TO REPRE. 
: i : | SENT DIRECT IMPORTER OF MEN'S SUPERB POPULAR PRICED ITALIAN SHOES 
The store carries as wide a choice WITH EXCLUSIVE DISTRIBUTION FOR SIX (6) fine factories in Italy. These shoes, 


of work shoes as it does dress shoes. plus our own factory-offiliated domestic able line for a good experienced shoeman. 
It has made a consistent drive for Liberal draw against commission. Give complete resume. All replies held in strictest 


. . fi . 
work shoe business and this begins qpaienece 


with making the work shoe cus. | | Reply te Box 880, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


tomer feel at home. 


Courtesy to customers “¢: 
| SALESMEN WANTED 

















iG ri JUVENILE SHOES SALESMEN 
There is no reason why the work IMMEDIATE SALES OPENINGS WANTED FOR QUALITY LINE PRI 
: a : . AS SHOES WELTS, CEMENTS AND BONWELTS 
shoe customer should feel ill at ease NATIONALLY BRANDED THOM ; ~ 

, ~ FOR MEN. IN STOCK. RETAIL ee eee 9g om open; Oklahoma 
to the point of going around the $5.95 to $12.95. Alabama, Georgia, Tennessee, shonin. omsetionien: tnaik: aide Gas on at 
corner into a less fashionable area. Seeuees, SW. Sew Van, Se. Veanaweane, Good opportunity. The Kepner-Scott S! 


Maine, New Hampshire, Vermont, Texcs, Inc., Orwigsburg. Pa 


ston ic “We’ Okichome. Write Brilliant Brothers Co. 190 
Instead he is told at once, We're Lincoin Street, Boston i!, Mass. Full resume, 


glad to see you—we want your references. SALESMEN WANTED 
work shoe business,” expressed in TO CARRY OUT 


one form or another. This pleases SALES REPRESENTATION WANTED, EXPANSION PROGRAM 


iners, stoc WEST COAST, CHICAGO AREA, PHILA + 
the miners, stockmen, and other | DETPHIA, AND WASHINGTON. D. C.. for Write Calumet Sales Division 


workers who come into the store at- stock and make up line of women’s dress LEVERENZ SHOE COMPANY 
a “ _ a: women's and growing girls orthopedics, nurses 

tracted by the complete window dis- and professional duty shoes, and conductive SHEBOYGAN, WISCONSIN 

, 7 - 7 : . tout a for doctors and nurses Strawht 7% 

play of work shoes in between ccseeihaiin tette iets pation Shas Coun Sear con oi : 
ienlave % -« ’ %o pany, Goffstown, N. H oO s ING NATIONAALY ADVER 
displays of men’s and women’s any bins TISED INSTOCK LINE OF MEN’S FASH 
dress shoes ION FOOTWEAR needs top notch represent: 
eee ne tive for Georgia, Florida Reply with complete 
resume Reply t Box &8 Boor a SnHor 


The friendly attitude toward Racensas, Chestant & Séth Streets, FP 


























workingmen has not had a bad ef- MERCHANTS' NEEDS phia 39, Penna 


. : ac METROPOLITAN NEW YORK TERRI 
§ 8s. 
fect on other customer In fact TORY A COMPLETE LINE OF REGALI 


men in working clothes are often SHOE TREES IN WOOD AND PLAST 
. Display trees and shoe display forn Se 
introduced to other customers and complete background information. C. S. P 

* a e os 3° Company, Brockton, Mass 
this also seems to help in building ”) ed ; . * 

, ; , ‘ SALESMAN FOR GREATER CHICAGO 
work shoe volume. , AREA. WELL ESTABLISHED WOMEN’S 


casual line retailing $8.95-$10.95 not present 





represented in area wants an expenenc: 
either full or part time This is a ermar 

Loot boot fab. "Write with confidence. Reply to’ Bos 
Root ann Suoe Recoaper, Chestnut & 
Streets, Philadciphia 39, Penna 


PAY OFF/ SALESMEN WANTED FOR CHOICE 


TERRITORIES. Have short line of get 
moccasins for men and women. Fine dres« : 
ers, casuals and camp moccasins. Write W. { 
Russell Moccasin Company, Berlin, Wis 


Selected to fit SIDELINE SALESMEN 


your needs! 
Ideas that will @ WANTED 


help you get SALESMAN TO DISTRIBUTE NATION 
ALLY ADVERTISED $11.95 retailers. Joh 
real results! nie Walker shoes for men. Many territ 
available. Modern Shoe Co., 1201 Was 
Mi 


St. Louis 














INFANTS’ AND CHILDREN’S LOW 
PRICED LINE AVAILABLE TO MAN 
VINCENT EDWARDS & CO. WITH ESTABLISHED following among rv 


tailers Infants oxfords retail for $ 


World’s Largest Advertising Service Organization Tae dion 60. Menke commiieden, Wel 
342 Medison Ave., New York City established growing manufacturer Sever 


territories open. Reply to Box 876, Boot “AN 
Please tell me more about your news- Snes Reconoea Chestnut & S6th Streets, Pt 

paper ad clipping service and special ee 

short term trial offer. FOOT SOX MANUFACTURING HAS 

OPENING FOR SIDELINE MEN FAST 

MOVING LOWEST PRICED foot covers t 


wholesalers and _ retailers Pocket samples 





Filled with candy and other goodies, the 
Loot Boot is of very special interest to pint 

sae customers at Margolis Shows, Meyer: | | Company. ccccrrcrcnnsnnwenmmnm | Sante Beat commision, “All laters anvwered 
land Plaza, Houston. The recently opened Replies confidential. Reply to Box 831, Boor 
Meyerland Pinza store makes number 20 i sciacswibes sitiinpsenecsenssiinbbocseuseqenvensnnen ann Suor Recorper, Chestnut & 56th Streets 
for Margolis Shoes in the Houston area. Philadelphia 39, Pa 


Name 
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HELP WANTED Classified and Want Ads 
LERMAN ie Sates” CARRIED Ik WANTED TO PURCHASE 


STOCK. Childs Misses-—-Gents—G. Girls and 
Boys genuine Goodyear Welts and Cements. .y 
All widths. Territory: 1. [linois, Indiana, Wis- 
consin and Michigan. 2. Pennsylvania, Virginia, 


West Virginia and Kentucky Apply to Mr LI AR f EDDY 
William A. Gaynor, Sales Manager, 603 Dun rom 
dalk Avenue, Baltimore, Maryland 

for your 


DESIGNER, PATTERN MAKER FOR ¢ COMPLETE STOCKS ¢ CLOSE-OUTS 
ON Tine ate + CANCELLATIONS 


Factory located in So. Norwalk, Conn. Send We're always ready to buy at TOP DOLLAR & SPOT CASH 


resume of experience, availability and salary 


menrememts. Remy fo Ses S72, Seer Axe Phone or Write EDDY SHOE CO. 132 No. 4th St. 


Snoxe Recoroes, Chestnut & 56th Streets, Phila 


deiphia 39, Penna WA 5-9533 or WA 5-9927 “ Always Reliable” Phila. 6, Pa. 


























SALES MANAGER WANTED. MUST BE 


EXPERIENCED. FAMILIAR WITH whole FOR SALE DISPLAY 


stile shoe business Modern Shoe Co., 1201 
Washington, St. Louis, Mo 





FAMILY SHOE STORE IN TITUSVILLE, 
FLA MODERN FRONT, 100% location, 


POSITION WANTED Searby seissile base, $45000 volume but grester CAMERON COMPANY DISPLAYS 


potential since store has been run as out of 
town unit. $5,000 will handle. Write Hopper's 500 Echo Lane, Glenview, iMinois 


Shoe Store, Cocoa, Florida. 600D0—in your windows. 
RETAIL EXECUTIVE _ . ——— . We will do you 
, FRESENTLY EMI LOY aD AS SUPER. FAMILY SHOE STORE. BRONX. ES Will show at shows 
STORES, BUT DESIRES CHANGE AND tg my og ae: years, ag ene any DENVER, HOTEL ALBANY 
oS. , , ANGE o Rox 883 , xp § , ‘ s 

RELOCATION. WOULD like connection with Hs & 56th’ Streets, Philadelphia 39, Penna pea DALLAS, HOTEL ADOLPHUS 
small aggressive growing Co Salary commen 
surate with duties, responsibilities, and opportu % ie pe r 
nity for advancement, Over 20 years experience FAMILY SHOE — STORE, DETROIT, 
in shoe retailing Investigating and checking MICHIGAN, SUBURB OF 50,000 established 
locations. Some lease experience. Complete ex wer forty years. Nationally advertised brands 
perience in all phases of store operation. Buying, for men, women and children. Store bears good 
merchandising, budgeting, expense control per reputation in community and in industry. In 
«mnel. Complete resume upon request. Reply ventory about $28,000. Good lease. Reason for 
to Box 879, Boot axon Snore Recorper, Cheat welling, wish to retire. Presents an opportunity 


nut & Séth Streets, Philadelphia 39, Penna Fu Reng on business. Re | age REPRESENTATIVES 


877, AND Recorper, 


$6th Streets, Philadelphia 39, Penna WANTED 


WANTED, CHALLENGING SALES PO WOMEN’S WALKING AND ARCH TYPE 
SITION WITH FUTURE CALLING ON WORN. SHOES. WELL. RATED | AC. 
Ts Fl A gg A COUNTS. Write Post Office, Box 89, Syracuse, 
> f - ~ “ 4 ‘oO : - . ~. wn - . re QT a ~ 

SHOE TRADE SALES EXPERIENCE. IN saben REPRESENTATIVES WANTED TO SELL 
TERESTED IN CAREER OPPORTUNITY BEM SEN MER te IAEA EIN STR TIE A NATIONALLY ADV ERTISED LINE OF 
ONLY Reply to Box 878, Boor axp Snorer _ ALBI QUERQUE, NEW MEXICO. WELL $4, $5 and $6 nurses’ oxfords. Large volume, 
Kecorpea, Chestnut & 56th Streets, Philadel ESTABLISHED, FULLY EQUIPPED, liberal commissions. The following territories 
phia 39, Penna FAMILY SHOE STORE IN THE VERY still open: New England, Florida, Arkansas, 

finest shopping center. Over $100,000 annually Oklahoma, New Mexico, Arizona, Iowa, Min- 
Good lease, low overhead. Total price $20,000, nesota, Virginia and West Virginia. Give full 
write, call or wire Mr. Carmel, Albuquerque details. Reply to Box 862, Boot anv Suoe Rr 
Realty Inc., 2440 San Mateo, NE, Albuquerque, corper, Chestnut & 56th Streets, Philadelphia 
New Mexico 39, Penna. 
































CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED ORDER BLANK 


20¢ a word 
Minimum (18 words). .$3.60 BOOT AND SHOE RECORDER 


Box number, extra... .$2.40 Chestnut & 56th Sts. 
Your name and address Philadelphia 39, Pa. 
charged at word rate. 
Street number one word Here is my want-ad: 


DISPLAYED 

$16 per inch 
Maximum, 46 words to the 
inch. All material must be In 


our office 20 days prior to 
publication date. 








Nome (please print) 
Ci Stat 
NOTICE: nes: " at 


Classified Advertising | Enclosed is Check 0 
Is payable in advance Please check if box No. is Wanted (] Money Order 0 
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INDEX TO ADVERTISERS 





This index is published os a convenience. No liability is assumed for errors or omissions. 


Acme Boot Company, Inc. _ Second Cover 
Alden, C. H., Shoe Company 61 
Allen Edmonds .... re 


B & R Shoe Company 82 
Baris Shoe Company , 82 
Bass, G. H., & Company ; in 
Beebe Rubber Company 69 
Berned Shoe Company 76 
Blue Star Shoes, Inc. 4 
Brand Names Foundation 28 


Cambridge Rubber Company 7, 15, 65 
Cameron Company Displays 85 
Camitte Shoe Co. 82 
Carry-Pock Co., Ltd. 6 
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Third Cover 
Craddock-Terry 2, 68 
Curtis-Stephens-Embry Co. 53 





Dunham's ..... 22 


Eddy Shoe Company 85 
Edwards, Vincent & Company 84 


Foot-So-Port Co. 63 


Gerberich-Payne Shoe Co. Back Cover 


THE LAST WORD 





Riddle 


The situation is becoming grave. 
Property damage is mounting. The 
threat to human life is serious. At 
least one city has taken legal ac- 
tion against them. Yet they con- 
tinue to increase in numbers. What 
are they? Why, ladies’ spike heels 
which have been punching holes in 
floors, getting tangled in sidewalk 
gratings and becoming more popu- 
lar with the girls all the time. 


Shoe on the other foot 


A Soviet self-made ruble million- 
aire was sentenced to 15 years in 
prison for too much capitalist en- 
terprise. 

F. Kuznetsov, a felt boot maker, 
received permission 10 years ago to 
work in his home instead of in a 
community workshop. From then on 
he regularly turned in his quota of 
15 pairs of felt boots every month, 
but made another 50 to 60 pairs, 
which he sold on the side. 

A Russian newspaper says that 
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Goding Boots, Inc. ae 27 
Godman Shoe Co. .. 54, 55 
Gotham Shoe Mfg. Co. 63 


Hamilton Shoe Co. an 
Hempstead Shoe Co. 82 
Heverle and Hay .... 82 
Hubschman, E., & Sons 24 


Jarman Shoe Company 
Johnson's Wax 


Juvenile Shoe Corporation of America, 
The ; 


Kaysam Corporation of America 
Kelly Sales Co. 
Kiwi Polish Company PTY., Ltd. 


Long Arm 


Miller, O. A., Division United Shoe 

Machinery Corporation 
Mosinger-Cohn Shoe Co. 
Musebeck Shoe Co. 


Naugatuck Chemical Division of United 
States Rubber Company 


he amassed a personal fortune of 
two million rubles (about $20,000). 
The newspaper also says that he 
soon found that he could not handle 
all the orders himself, so hired two 
workers to operate a wool-process- 
ing machine which he bought. 
When the police raided his oper- 
ation, they found 23 savings bank 
books, 15.4 pounds in gold, 540 
pairs of felt boots, 2,640 pounds of 
wool and enough materials to weave 
several hundred suits. Kuznetsov 
also had three houses, two cars, two 
motorcycles and a motorboat. At 
his trial, he appeared wearing a 
battered old cloth jacket and a 
mangy pair of woolen boots. 


Shoes the world over 


According to Tom Bata, shoe 
manufacturer, the world demand 
for shoes is increasing at the rate 
of 230,000 pairs a day. 


Sailing shoes 

The owner of a Mexico City shoe 
store found more than 10,000 pairs 
of shoes in his store basement sail- 
ing in several feet of water. The 


Portage Shoe Mfg. Co. 
Principle Plastics 


Quoddy Moccasins 


Ripple Sole Corp. — 
Rockingham Shoe Co. 62 
Rubin, Irvin : 77 


Scholl Mfg. Co., Inc., The 26 
Scott Foot Appliance Co. 76 
Sebago-Moc Company 48 
Servus Rubber Co. 10 
Shoe Form Co. Inc. 69 
Step Master Shoes, Inc. 29 
Sto, M.. & Company 82 


Tingley Rubber Corporation 73 
Topps Shoe Store 82 
United Shoe Machinery Corporation 14, 47 


Voisey-Bristo!l Shoe Co. 17 
Viner Bros., Inc. 13 


Weil, M. K., Shoe Company 77 
Wellco Shoe Corp. : 73 
Weyenberg Shoe Manufacturing 

Compony I 


operator of a restaurant next door 
had left a water faucet on all night. 
The restaurant wasn’t damaged but 
the owner of the floating shoes 
wants $8000 damages. 


Fashion rears its head 


Five hundred members of the 
West Sussex (England) Federation 
of Women’s Institutes recently 
passed a resolution demanding a 
ban on the manufacture and sale of 
stiletto heels and winkle-picker 
shoes. 

One woman said, “This ban is 
needed because, knowing what fools 
we women are apt to be when the 
word ‘fashion’ rears its head and 
what pushovers we are for any- 
thing labelled ‘latest style,’ it seems 
the only way to stop young women 
wearing these shoes is to prevent 
them coming on the market.” 


Embryo shoe clerk 


A tot went out to play wearing a 
tiny shoe and a slipper, both of 
different colors. “I have another 
pair like this in the house,” he 
bragged. 


Boot and Shoe Recorder 





a regal new fashion color in 
METALLIC PATENT LEATHER 


COLONIAL TANNING COMPANY, INC. Boston 11, Massachusetts 


cg 





2237 
ANTIQUE BRASS 


2232 
CHARCOAL BLACK 


In stock now for 
Spring, Summer selling 


uctT BANTAMBUX 


by GERBERICH—THE BALANCED LINE 
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A AN NWR WSS Here’s the newest addition to GERBERICH’s strong 
line of Bux styles. It’s BANTAMBUX and it's the per- 
fect ‘‘extra pair’’ shoe for spring through summer promotion—long- 

est selling season of the year. 


Light as a feather and extremely flexible, because of its cement 
welt construction, it features a close trim waffle design cellular sole. 


BANTAMBUxX is In Stock for immediate delivery to Gerberich Dealers 
in the Youths’ 1214-3, Boys’ 314-6, Big Boys’ 614-11 size runs. 


teen tees GERBERICH-PAYNE SHOE COMPANY - Mount Joy, Pennsylvania 


























